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ABSTRACT 
Hypermarket is a new retailing idea to Hong Kong. In 1996, a France 
company Carrefour S.A set up the first hypermarket in Hong Kong in 
Heng Fa Chuen and introduced the "one-stop-shopping" concept to the 
local shoppers despite the intense competition within the industry. 
The present study aims at evaluating the market potential of 
hypermarket in Hong Kong and to formulate future strategies for 
hypermarket operators to develop the Hong Kong market. Results of 
this analysis shows that the environment of local supermarket industry is 
quite risky for new entrants due to the intense internal rivalry; strong 
threat of substitutes and a moderate entry barrier. However, new 
entrants still have chance to survive since people do not have strong 
loyalty to a particular supermarket due to low switching cost. 
Hypermarkets have both its strength and weakness to operate in Hong 
Kong. Whether they can survive in Hong Kong depends on the local 
acceptance of their unique market niche, "one-stop-shopping". The 
threats they encounter in Hong Kong are high due to the high property 
price; local shoppers' shopping habits of frequent shopping at small 
quantity and shoppers' great concern for location convenience. 
To understand people's attitudes towards hypermarket, a customer 
survey had been conducted on 123 patrons of the Heng Fa Chuen 
Shopping Center to study their attitudes towards Carrefour. Results 
show that respondents are satisfied to the attributes of Carrefour, 
however, majority of them still shop frequently at Park'N Shop. 
Carrefour seems to be a supplement rather than a substitute for Park'N 
Shop. Local shoppers' concern on location convenience for supermarket 
patronage, and their habit of shopping frequently in small quantity have 
been confirmed by the results of this survey. Majority of respondents 
have not bought any durable items from Carrefour before. Moreover, 
respondents have a strong preference to buy fresh meats from the wet 
markets, and to buy compact discs; electrical appliances and furniture 
from specialty stores. These findings indicate that the "one-stop-
shopping" presented by Carrefour is not highly valued by local shoppers. 
Hypermarket thus probably cannot occupy a market niche by its "one-
stop-shopping" service. 
In order to survive in the market, it is suggested that Carrefour or other 
hypermarkets should modify their "one-stop-shopping" concept to suit 
local taste. They can concentrate on offering low-priced electrical 
� appliances and apparels. Also, they should provide better after-sales 
services for their durable items, and should spend more on advertising to 
promote their uniqueness. They should also keep their stores close to the 
large-scale housing estates and keep their product price low so as to 
compete with the two leading supermarket chains. 
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Retailing industry of Hong Kong is very well developed. Starting 
from the early 70s, large chain stores have emerged in the local retailing 
market. At present, chain stores occupy considerable market shares for 
all kinds of products, ranging from food products to spectacles and 
even Chinese herbal medicines. For the food and general merchandise 
retailing market, supermarket chains obviously play a prominent role. 
Supermarket emerged in Hong Kong at the end of 50s. Kept pace 
with improvements in the quality of life of Hong Kong people, 
supermarket started to flourish in the mid of 70s and grew at an 
astonishing rate in the early 80s. From that time onwards, supermarket 
has become a part of life of local people, and its existence has posed a 
threat to the traditional stores and grocery. In 1983, supermarket 
industry has already entered into its maturity stage. The industry is 
dominated by supermarket chains operated by conglomerates. 
Wellcome of Jardine Matheson Holdings; Park'N Shop of Hutchison 
Whompao and CRC of the China Resources Purchasing Company have 
occupied a majority of the market shares, while independent 
supermarkets have little space for survival in the market. 
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, Due to the special consuming habits of Chinese people and the 
unique environmental features of Hong Kong, local supermarkets 
operate in a somewhat different way from the westem ones. In order to 
cope with the high property price, traffic congestion problem, crowded 
living conditions, and people's preference for frequent shopping, 
local supermarkets tend to be smaller in size and have branch stores 
that are more closely packed than the western ones. Under this 
condition, conventional wisdom comments that Hong Kong is not a 
suitable place for discount store or hypermarket which operations need 
an extremely large floor space. 
Despite the seemingly unfavorable market environment for 
hypermarket, Carrefour, the largest hypermarket chain of France, 
launched its operations in Hong Kong in December of 1996. It is the 
first hypermarket operator in Hong Kong. Hypermarket is a spacious 
store that combines conventional supermarket and specialty stores 
under one roof. It aims at offering "one-stop shopping" convenience to 
its customers. Its merchandises range from snack food to electrical 
appliances, apparels and furniture. 
As competition within the local supermarket industry is very 
keen, it will be difficult for hypermarket operator as Carrefour to 
establish its status in the local market, especially that hypermarket is a 
completely new idea to the local people, and as mentioned earlier, the 
local environment seems to go against the "one-stop-shopping" 
retailing concept. 
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Despite all these negative views, Carrefour is able to survive in the 
market, and has actually launched its ambitious expansion plan in the 
territory. Then whether Hong Kong is actually a right place for 
hypermarket? After Carrefour's one-year operations in Hong Kong, it is 
about time to examine the local people's attitudes towards Carrefour. 
In this study, we aim at achieving two objectives. Firstly，to study 
the market potential of hypermarket in Hong Kong; and secondly, to 
formulate future strategies for hypermarket to operate in Hong Kong. 
To achieve the above objectives, we need to examine local 
people's level of acceptance to the one-stop shopping concept; 
customers' patronage habit in hypermarket in comparison with that in 
conventional supermarkets; and in what aspects hypermarket 
outperform the other retail outlets and vice versa. 
Results of this study can show us how great the challenge of 
hypermarket to the conventional supermarket is. By then, we can 
examine what conventional supermarkets should do in response to 
these challenges, and how these actions will affect the development 
trend oflocal supermarket industry as a whole. 
Literature review, field observation and customer survey are the 
major tools of this study. 
Secondary data about the local supermarket industry and Carrefour 
were collected through the following sources: 
a) Reports of Census and Statistics Department 
b) Reports of the Consumer Council 
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c) Data complied from previous surveys and thesis 
d) Literature on the development of supermarket industry in 
Hong Kong 
e) Newspaper reports 
f) Catalogue and internet websites of local supermarkets 
In addition to the above secondary data, specific information about 
Carrefour was collected by field observations. Primary data on 
customers' attitude towards Carrefour were collected by a customer 
survey. The survey was conducted by interviewing people patronized in 
Heng Fa Chuen Shopping Centre. All the interviews were based on a 
questionnaire as attached in Appenix 1. Detailed design of the survey 
will be discussed in later sections. 
In order to have a clearer understanding of the operations of the 
local supermarket industry, the first part of this study will present a 
literature review on the classification of supermarkets, a summary on 
the development history of supermarket industry in Hong Kong, and the 
most recent development of the local supermarket industry. In the 
second part, a five-forces analysis will be done on the Hong Kong 
supermarket industry, and the competition within the industry will be 
discussed in detail. In the third part of the study, general information 
about Carrefoufs operations in Hong Kong together with its main 
selling points and its opportunities and threats in the local market will 
be discussed. The fourth part of the study will state the design of the 
customer survey and findings of the survey. In the last part of the study, 
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based on the implications of the customer survey results, 
recommendation will be given to the Carrefour and the hypermarket 




CATEGORKATION OF SUPERMARKETS 
Before we go on to the core issues of this project, let us first define 
the various types of supermarket operating in the territory and the 
history of development of local supermarket industry. 
The Census and Statistics Department gives a very broad 
definition on supermarkets. According to it, supermarket refer to 
"establishments which engage in the retail sale of general provisions 
including a variety of food-stuffs as one of the major items", and which 
"use self-serving retail method". Actually, under this broad definition, 
supermarkets can be further categorized according to their scale of 
operations and product variety. In this study, only those categories of 
supermarket that exist in Hong Kong will be presented. Readers should 
also note that the exact store size specified in the definitions do not 
applied to the local conditions, and should therefore be taken as 
reference only. Please also note that since convenience stores have 
characteristics very different from conventional supermarkets, they are 
not taken into consideration in this study. 
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According to generally accepted categorization^ four types of 
supermarkets are operating in Hong Kong: 
Conventional Supermarket 
Conventional supermarket refers to self-service food retailer 
offering groceries, meat, and produce with size of under 20,000 square 
feet. The sale of nonfood items, such as health and beauty aids and 
general merchandise, is limited. Most conventional supermarkets use 
sales promotions as their major promotional tool, they usually advertise 
their sale items on local papers once per week. 
Most of the supermarkets in Hong Kong, including the stores of 
Wellcome and Park'N Shop, small independent supermarkets, as well 
as supermarkets within Japanese department stores fall into this 
category. 
Superstore/ Combination Store 
Superstore is large supermarket with size of 20,000 to 50,000 
square feet. It is food-based retailer, but it tends to include non-food 
specialty and service departments, such as flowers, health and beauty 
aids, kitchen utensils, film developing, prescription drugs, and 
videotape rentals, which account for over twenty-five percent of its 
sales. The superstores operated by Park'N Shop in Hung Hom and Ap 
Li Chau are typical examples of superstore. 
1 Levy, Michael, and Weitz, Barton A. Retailing Management. 2nd ed. Chicago: Richard D. 
Irwin, Inc.,1992, 28-57. 
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Warehouse Store 
Warehouse store is discount food retailers that offer merchandise in a 
no-frills environment. It offers a broad variety of merchandise at low prices, 
but with limited services. Its products are sold in bulk and its store's 
decoration is kept to the minimum. There are different types of warehouse 
stores. Limited-line warehouse store typically carry around 1,500 items 
(one size and brand per item), with no refrigerated or perishable 
merchandise. Grandmart is the only warehouse store operating in Hong 
Kong. 
Hypermarket 
Hypermarket originated in France after the second world war. It is 
a very large retail store offering low prices. It combines a discount store 
and a superstore food retailer in one warehouse-like building. 
Hypermarket is unique in its store size and its number of general 
merchandise assortment. It can be up to 300,000 square feet一larger 
than six football fields—and stock over 50,000 different items. Low 
operating margins and prices are its unique characteristics. Carrefour is 
the only hypermarket operator in Hong Kong. 
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FIGURE 1 
CATEGORIZATION OF SUPERMARKETS Es[ TERMS OF STORE 












THE SUPERMARKET ES[DUSTRY DSf HONG KONG 
Historical Development 
Supermarket emerged in Hong Kong in the 60s. According to ,¾ 
龍龍（1995)2;鄧靄雲（1993)3; S. C. Ho (1995)4,甘長求（1995)5; 
the development of supermarket industry in Hong Kong can be divided 
into three stages: Introductory Stage (1960-71); Growth Stage (1972-
1982); and Maturity Stage (1983- present). 
Introductory Stage (1960-1971) 
Supermarkets geminated in Hong Kong in the 60s. In their infant 
stage, they were located at the peripheral area, selling canned, frozen 
meats and westernized necessities, and their customers were mostly 
westerners who have higher household income than the local residents. 
2《世界各國超級市場》，馬龍龍編著，北京，中國大百科全書出版社，1995年。 
3《香港超市話今昔》，鄧靄雲，《香港市場》，440期，第14頁，1993年3月5曰� 
4 Ho, Suk Ching and Research Staff of the Consumer Council. Report on the Supermarket 




Development of supermarket in this decade was very slow, the 
number of outlets were less than thirty^. 
Growth Stage (1972-1982) 
In the 70s, supermarket was gradually accepted by more people, 
and the trading area of supermarket was largely extended. Two 
supermarket chains started to expand their network of branches. They 
are Wellcome of Hutchinson Wampoa an Park N' Shop of Jardine 
Matheson. During this period, supermarket had a rapid growth rate. In 
late 1973, Hong Kong only has 30 supermarket establishments. In 
1974，the number had already grown to 62\ In early 80s, the number of 
supermarket establishments raised at an even more rapid rate, and they 
won an overwhelming advantage over the small general stores and the 
grocery. According to Survey Research Hong Kong Limited, the 
number of grocery shops in Hong Kong had declined by 30 percent 
during 1979 to 1984, while growth of supermarkets continue to 
accelerate by clever marketing and the changing lifestyle of the Hong 
Kong population.^ By 1982, there already were 279 supermarkets in 
Hong Kong9. 
Such rapid growth of supermarkets was mainly caused by two 
factors: Firstly, the increase in Gross National Product and the average 
6 Ibid.,44. 
7 Ibid, 45. “ 
8 "Supermarkets Threaten Survival of Retailers in Hong Kong Market." Marketing-News. 




household income. As people are better off, they demand for better 
quality of life, which means requirement for a larger variety of retailing 
products and a better shopping environment. Secondly, the government 
had granted the supermarket the rights to engage in rice retailing. 
Besides rapid growth rate, development of supermarket at this 
period had another characteristic-increasing domination of the large 
and medium sized supermarkets. Starting from 1981, growth rate of 
them continued to outperform that of the small sized supermarkets. 
Maturity Stage ( 1 9 8 3 - ) 
Development of supermarket had entered its maturity stage 
inl983. Supermarket by that time has become the leading force in the 
retailing sector. As of early 1984, there were a total of 479 
supermarkets in Hong Kongi�. Supermarkets operated by large 
corporations started to dominate the market. A price war between 
Wellcome and Park'N Shop in 1985 ftoher strengthened their positions 
in the market as uncompetitive operators were forced out of the 
industry. The number of outlets after 1985 therefore fluctuated. Such 
kind of competition and fluctuation in number of outlets indicate that 
the industry had moved from a phase of accelerated development to one 
of maturity and consolidation. 
During that period, rapid development of the new towns provided 
the two large supermarket chains with the potential pool of customers, 
10 Ibid, 60. 
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thus continuous numbers of branches from them were established. In 
1982, Wellcome only had 50 shops, while Park'N Shop had 40 stores, 
but at the end of 1984, Wellcome and Park'N Shop had 85 and 89 
shops respectively^^ At the same time, the size of supermarket tend to 
become larger, and the number and varieties of products provided were 
also enlarged. 
11《世界各國超級市場》’馬龍龍編著，北京，中國大百科全書出版社，1995年第94 
M ° ‘ ‘ 
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TABLE 1 
NUMBER OF SUPERMARKET ESTABLISHMENTS IN HONG 
KONG FROM 1960 TO 1990 (EXCLUDD^G CONVENTIONAL 
STORES) 















1987 470 ' 
1988 500 
1989 400 
199 0 ^  
Source: Hong Kong Census and Statistics Department. Employment & Vacancies 
Statistics (Detailed Tables). Hong Kong: Census and Statistics Department, 1973-
1980. Quoted in《香港超級市場市場…-零售業新趨勢》，甘長求，商務印書館， 
香港，1995年，第37-60頁。. 
Sing Tao Daily, 28 June 1989. Quoted in《香港超級市場市場-—零售業新趨勢》， 
甘長求，商務印書館，香港,1995年，第37-60頁。. 
Ho, Suk Ching and Research Staff of the Consumer Council. Report on the 
Supermarket Industry in Hong Kong. Hong Kong: Consumer Council, 1995, P.9. 
a Data from 1987 to 1990 are estimated from the graph on Ho, Suk Ching and 
Research Staff of the Consumer Council. Report on the Supermarket Industry in 
Hong Kong. Hong Kong: Consumer Council, 1995, P.9. 
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FIGURE 2 
NUMBER OF SUPERMARKETS ESTABLISHMENT JN HONG 
KONG FROM 1983 TO 1990 (EXCLUDD^G CONVENTIONAL 
STORES) 
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Though supermarkets were being widely accepted during 80s, 
development of supermarket industry was still not comparable to the 
westem countries. Supermarkets in the developed nations hold a 70 
percent to 90 percent share of food retailing, while in Hong Kong, 
supermarket sales at the end of 1985 represented only 24 percent of the 
• 12 retail sales ofthe food/grocery market . Obviously, supermarkets were 
still not the major food stuff distributors in Hong Kong. 
According to a research done by Ho and Lau in 1988^ ,^ local 
supermarkets only experienced an incomplete transfer of retail 
12 Ho, Suk-ching and Lau, Ho-ftik. "Development of Supermarket Technology: The 
Incomplete Transfer Phenomenon." International Marketing Review, 5 (Spring 1988):20-30. 
13 Ibid. 
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technology from their counterparts in Western countries. Local 
supermarket was not the place to sell meats, fresh fruit and vegetables. 
Except for very large supermarkets or those located in the non-Chinese 
residential areas, most of the supermarkets did not carry fruits or 
vegetables. Frozen foods usually occupy a very small portion of the 
total shopping floor. This phenomena stemmed from three socio-
cultural elements: 
1) Preference for freshness: over 95 percent of the population of 
HK are Chinese, who prefer fresh food. This preference for fresh meat, 
fruit and vegetables by local consumers has allowed the traditional open 
markets to co-exist with the supermarkets. 
2) Frequent shopping: local consumers usually do their shopping 
more frequently and they generally buy in smaller quantities. This is 
partly due to the need to keep the food fresh and partly due to the more 
crowded living conditions which prevent the stocking of large amounts 
of products at home. Consequently, the one-stop shopping convenience 
offered by superstores and discount stores that is of great appeal in the 
US may not apply in Hong Kong. 
3) Location convenience: since few people in Hong Kong have 
private cars comparable to the western countries, convenience, which 
means ten to fifteen minutes of walking distance, is an important 
determinant in supermarket patronage. Supermarkets are located pretty 
close together in Hong Kong, with each outlet serving a small trade 
area.. 
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The combination of these factors give rise to a particular form of 
supermarket, namely, a much reduced operating scale in the 
neighborhood area carrying mainly non-food products in contrast to the 
large, full-line, U.S.-type supermarkets. 
Recent Development ofHong Kong Supermarket Lidustry 
Mlux ofNew Retailing Concept 
After reviewing the most recent development of supermarket 
industry in Hong Kong, it seems that the maturity stage of development 
can be sub-divided into two parts. From 1983-90, as mentioned above, 
development of the industry is characterized by the rapid expansion of 
large and medium sized local supermarkets; while from 1991 onwards, 
development of the industry is characterized by the influx of new 
western retailing concepts. 
The number of local supermarkets grew in a less rapid rate from 
1991 onwards. Up to the end of 1991, there are 891 supermarkets in 
Hong Kong, among them Wellcome accounted for 167, while Park'N 




NUMBER OF SUPERMARKET ESTABLISHMENTS m HONG 
KONG FROM 1983 TO 1997 (E^CLUDES[G CONVENTIONAL 
STORES) 
Year No. of Supermarket Growth Rate 
1983 456 -
1984 557 22.1% 
1985 665 19.4% 
1986 656 -1.4% 
1987 774 18.0% 
1988 812 4.9% 
1989 740 -8.8% 
1990 772 4.3% 
1991 891 15.4% 
1992 918 3.0% 
1993 946 3.1% 
1994 958 1.3% 
1995 953 -0.5% 
1996 1046 9.8% 
199 7 ^ -4.4% 
Source: Hong Kong Census and Statistics Department. Employment & Vacancies 
Statistics (Detailed Tables) Series B (wholesale & Retail Trades, Restaurants & 
Hotels). Hong Kong: Census and Statistics Department, 1983-1997. 
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FIGURE 3 
NUMBER OF SUPERMARKET ESTABLISHMENTS FROM 1983 
TO 1997 (EN[CLUDmG CONVENTIONAL STORES) 
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Local people's concept on supermarket had experienced some 
changes from 1991 onwards. Though the socio-cultural factors 
mentioned previously still hold in the 90s, their influence on the 
consuming behaviors of local people is not as significant as in the 80s. 
Due to changes in life-style, people are more willing to purchase fresh 
or frozen food products from supermarket. This is evident by the fact 
that more and more supermarkets add fresh fmits and vegetables onto 
their merchandise list and give a heavier weighting on frozen food 
products. Both Park'N Shop and Wellcome attempt to expand their 
fresh food business which has a high profit margin. Park'N Shop even 
opened an over $200 million fresh food distribution centre at the end of 
1991. This strategy pursued by the major chains serves to discourage 
new entrants from developing a market niche to fill unsatisfied needs, 
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while competing with wet markets for market share in the fresh foods 
marketi5. 
Besides, although analysts are still skeptical to the long-term 
prospects of western massive stores to Hong Kong, new retailing 
concepts were still introduced into Hong Kong in the early 90s. 
Park'N Shop brought in the superstore concept with the opening of 
"More Store" in Tsing Yi in mid-1991^^ This concept essentially 
expanded the product mix of a supermarket to further enhance one-stop 
shopping convenience. In addition to the products that are commonly 
available in conventional supermarkets, “More Store" also houses a wet 
market, a fast food shop, an electrical appliance store, a video rental 
shop and a clothing store. Later, Park'N Shop also opened two more 
superstores, one in Hung Hum and one in Ap Lei Chau. These two 
superstores occupy a very large floor space. They offer similar products 
and services as the "More-store" together with a photo-developing 
service department. 
On the other hand, foreign retail giants also fluxed into Hong 
Kong in early 90s. They introduced totally new retailing concepts to 
Hong Kong people. They included Grandmart, which opened its first 
warehouse discount store in January 1993 and Wal-Mart, which came 
to Hong Kong in 1994 in the name of Value Club (Value Club ceased 
operation in 1996). Carrefour was the latest foreign retailer coming into 
15 Ho, Suk Ching and Research Staff of the Consumer Council. Report on the Supermarket 
Industry in Hong Kong. Hong Kong: The Consumer Council, 1995, p.23 
16 Ibid. 
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Hong Kong. It brought in the hypermarket concept into the local market 
in December of 1996 by opening of its fist store in Heng Fa Chuen 
Shopping Centre. 
In recent years, it is observed that Park'N Shop has made some 
changes in its corporate strategy. Most of its store still maintain its 
traditional conventional supermarket format, however, for stores locate 
in relatively higher class private housing estates like Heng Fa Chuen 
and Chi Fu Fa Yuen, they operate as a "mini-hypermarket". That 
means besides merchandises found in traditional supermarkets, these 
stores also have a wet-market section, and they also provide electrical 
appliances and bulk-buying items, though all in a very limited range. 
Although Park'N Shop named these shops as "superstore", the shop 
scale and merchandise assortment of these shops obviously is not 
comparable to its superstores in Hung Hom. 
Weed Out of the Traditional Store and Grocety 
Supermarket's increasingly important position in the retailing 
market can be shown from the proportion of local household 
expenditure it occupies. 
In 1992, The Consumer Council estimated that supermarkets in 
Hong Kong control about 40 percent of the local food business, 
excluding meals away from home, which amounted to about $13 
b i l W 7 . 
17 Ibid., 6. 
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In the Hong Kong Monthly Digest of Statistics, July 1997, 
households expenditure in various categories of food outlets in 
1984/85, 1989/90 and 1994/95 were compared based on the results of 
the Household Expenditure Surveys (HES). Results of this comparison 
is shown in the following table. 
TABLE 3 
HOUSEHOLD CONSUMPTION SHARES JN VARIOUS 
CATEGORIES OF FOOD OUTLETS KS[ 1984/85, 1989/90 AND 
1994/95 
Household Consumption Share 
(in percentage)  
Categories of Food 1984/85 1989/90 1994/95 
Outlets  
Market/Street stall ^ ^ ^ 
Supermarket (including 15.2 17.3 20.6 
convenience store) 
Grocery 4.4 2.7 1.3 
Store/Provision store 2.6 2.0 1.6 
Bakery 3.0 3.6 4.5 
Others 18.8 12.8 8.2 
Total 100.0 100.0 100.0 
Source: Hong Kong Census and Statistics Department. Hong Kong Monthly Digest of 
Statistics, July 1997. Hong Kong: Census and Statistics Department, 1997, p.FA6. 
Two interesting points are worth noting. Firstly, the household 
expenditure share for grocery decreased from 4.4 percent to 1.3 percent 
from 1985 to 1995 and that for store/provision store decreased from 2.6 
percent to 1.6 percent. This reflects reduced significance in those two 
categories of outlets. Meanwhile, market/street stalls and supermarkets 
(including convenience stores) have had an increasing importance over 
recent years. They altogether supplied 71.2 percent of the total values of 
food items in 1984/85. This proportion increased to 78.9 percent in 
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1989/90 and 84.5% in 1994/95. Such changes reflects the increasing 
significance of supermarkets. 
Secondly, market/street stall occupies a critical status in the 
retailing industry throughout the years from 1985 to 1990. This shows 
that Chinese people traditionally prefer to buy fresh food from the 
market/street stall and this preference has not experienced much 
changes. This implies that wet market will still be a strong competitor 
to supermarket. 
Competitive Environment 
The Five Forces Analysis 
In order to evaluate the market potential of hypermarket in Hong 
Kong, we should first have a clear view on the current competition of 
the local supermarket industry. Michael Porter's five competitive forces 
are used to achieve this objective. 
Threat of new entry 
The key concept used to analyze the threat of new entty is entty 
barrier. The strength of the barrier is determined by the degree of customer 
loyalty and economies of scale enjoyed by incumbent companies; 
government policy and the amount of capital requirement. 
1) Brand loyalty: Park'N Shop and Wellcome obviously have 
well-established status in the industry, but this does not guarantee that 
local shoppers will be loyal to them. As the cost for consumers to 
switch from one supermarket to another is low, it is predicted that if a 
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new entrant can provides more attractive attributes such as lower 
product prices and more convenient location than Park'N Shop or 
Wellcome, consumers definitely will switch to it instead of sticking to 
Park'N Shop or Wellcome. 
2) Economies of scale: Big supermarket chains enjoy many cost 
advantages by their large scale of operations. Park'N Shop and 
Wellcome have an extensive network of branches, they are the 
prominent distribution channels to suppliers, and thus have stronger 
bargaining power to suppliers. Moreover, since they order in large 
quantity, they are able to get a quantity discount from suppliers and thus 
able to offer products at lower price than small supermarkets. 
3) Government policy: Hong Kong does not have special 
regulations to restrict the numbers of supermarkets operating in Hong 
Kong. After the price war between Park'N and Wellcome in 1995, the 
Consumer Council did show more concem in setting up policies to 
prevent the monopoly of the two big chains. It called for a watchdog for 
the supermarket industry over fears of potential collusion between the 
two big chains. However, the government refused to impose any new 
regulatory measures on the industry for the reason that there was no 
evidence to suggest that competition was lacking in the supermarket 
industry. 
4) Capital requirements: Capital required to set up a supermarket 
is relatively huge in comparison to other general merchandise retailers. 
25 
Supermarket needs a large floor space for product display and storage, 
as the property price of Hong Kong is very high, rental cost accounts 
for a big portion of supermarket's capital investment. In addition， 
computer system used for article numbering, bar-coding and price 
scanning is also very costly. Furthermore, if a new entrant wants to 
compete with the big chains in terms of the quality of its fresh food 
items, it may even need to set up its own fresh food warehouse as the 
big chains do. 
In sum, threat of new entrants is moderate for local supermarket 
industry. New entrants cannot outperform the big chains if they do not 
have enough capital to support a large scale of operations. However, 
new entrants do have chance for survival since customers have low 
switching cost and thus degree of loyalty to incumbent supermarkets is 
relatively low. 
Supplier power 
The bargaining power of suppliers is relatively small in local 
supermarket industry. The extensive network of outlets of the big 
supermarket chains make them an important distribution channel to 
many suppliers of consumer products. As a result, the suppliers have 
weak bargaining power in negotiating favorable trading terms with the 
big chains. The big chains thus impose harsh trading terms on the 
suppliers. In order to get their products onto the big chains' shelves, 
suppliers have to offer big promotional discount; pay a large sum of 
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promotional fees; and offer favorable products refund terms to the big 
chainsi8. 
Threat of substitutes 
Threat of substitutes for supermarket is strong. Products offered in 
supermarket can be found in other retail outlets, including wet market; 
grocery; traditional stores; department stores and convenience stores 
etc. Among them, wet markets pose the greatest threat to supermarkets, 
as they occupy a big proportion of household food expenditure as 
discussed in previous section. 
Strictly speaking, the above mentioned retail outlets are not perfect 
substitutes to supermarket, as each of them only offers a small fraction 
of product assortment of supermarkets, however, their existence do 
pose a strong threat to the sales of supermarkets. Thus, we still 
conclude that the threat of substitute for supermarkets is strong. 
Buyer power 
Domestic households constitute a large percentage of 
supermarkets' patronage. Although the number of choices of 
supermarkets is relatively small due to domination of big chains, since 
the switching cost of buyers is very low, and there are a number of 
substitutes for supermarket, bargaining power of buyer is still 
considered to be strong. 
”《超市集團策略苛刻妨礙產品上架》，《明報》，19树年11月17日，八2版. 
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Degree of rivalry in the industry 
Internal rivalry of local supermarket industry is very intense. Since 
it is a crucial factor affecting the operation of hypermarket in Hong 
Kong, we will analyze it in greater detail: 
Major players in the industry 
Wellcome, Park'N Shop, CRC and KK are the four major 
supermarket operators identified by the Consumer Council. 
Wellcome is now the largest supermarket chain in Hong Kong. It 
manages a network of over 200 stores across the territory which locate 
in high streets, housing estates, shopping centers and even on out-lying 
islands. It has a total of over 4,000 staff, serving over 13 million 
customers per month^^. 
Wellcome ,offers a wide range of nearly 3,000 products. In 
addition to obtaining a vast range of products from the USA, Europe 
and Australia, there is also an increasing emphasis on quality Asian 
foods from countries such as Japan, Malaysia, Indonesia, China and 
Thailand. 
The major competitiveness of Wellcome is its low product price. 
Wellcome claims that it commits to minimizing costs and using its 
buying power to provide the most competitive prices in Hong Kong. 
Park'N Shop is the second largest supermarket chain in Hong 
Kong. Its network is as extensive as that of Wellcome, it has around 
19 Internet website of Wellcome Company Limited at http://www.wellcomehk.com 
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170 stores2G in the territory. Its merchandise assortment is also similar 
to that ofWellcome. 
The only difference between Park'N Shop and Wellcome is that 
Park'N Shop seems to emphasize more on store image. It invests more 
in advertising and in creating a good shopping environment to 
customers. Park'N Shop is also more responsive to the threats of 
discount stores and hypermarkets. The superstores it operates in a few 
high income residential areas are good proof of this. 
CRC is the third largest supermarket chain in Hong Kong. It 
started its operations in 1984 with 8 outlets and expanded to 37 outlets 
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in 1993 . Due to its close connection with the mainland China, it offers 
a larger assortment of products produced in China. 
KK supermarket chain is operated by the Guangnan Group. It 
launched its operations in 1987 and has increased its number of outlets 
to nineteen in 1993 (Ho S.C. 1995). Since the Guangnan Group is 
actively engaged in the business of distributing secondary food sourced 
from mainland China, its KK supermarket chain is able to offer a wide 
variety of products produced by the mainland. 
GrandMart's parent company is Price Club ofUSA. It entered into 
Hong Kong in January 1993, the first shop is about 10,000 square 
2° Hong Kong Telecom Co. Ltd., White Pages for Businesses. Chinese ed. Hong Kong: Hong 
Kong Telecom Co. Ltd., 1998, 
21 Ho, S. C. and Research Staff of the Consumer Council. Report on the Supermarket Industry 
in Hong Kong. Hong Kong: Consumer Council, 1995, P.23. 
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meters and locate in Shatin Plaza. In the same month, it opened another 
shop in You Tong which is more than 40,000 square meters (with part 
of it as warehouse). At present, it has 7 stores in Hong Kong located in 
Sheung Wan; Wan Chai; North Point; Kwun Tong; Sha Tin; Tsuen 
Wan, Sheung Shui respectively^^. 
Grandmart's targets are small to medium sized companies instead 
of individual consumers. Its shops do not have much decoration. Its 
products are not luxuriously packaged, and are sold in bulk. The 
number ofbrands is limited, only the very popular ones are offered. But 
the varieties of products are more than 1,000. Including food, canned 
food, beverages, household products, office products, underclothing, 
beauty and health products as well as small to medium sized household 
appliance, which are not offered in ordinary supermarkets^^. 
Grandmart directly import popular products from the United States 
and sells them at thirty to fifty percent lower price than other 
supermarkets. It is able to do so because it gets its products directly 
from producers rather than from wholesaler and sell them in bulk to the 
customers. 
Japanese supermarkets emerged in Hong Kong in the mid of 
1980s. These supermarkets locate inside Japanese department stores 
and initially are not direct competitors of conventional supermarkets. 





They target at people who shop in the department stores only. They 
locate in the commercial districts like Causeway Bay rather than 
residential areas. Their product assortment is limited and their main 
selling point is their unique Japanese products which are not sold in 
ordinary supermarkets. Their product prices are also much higher. 
Yaohan, which has gone into bankruptcy recently, pioneered to 
operate Japanese supermarkets in residential areas. Instead of operating 
in the commercial districts, Yaohan opened its stores in Whampoa 
Garden of Hung Hom and in large scale residential estates of new 
towns including Sha Tin, Cheung Kwan 0 and Tsuen Wan etc. 
Jusco has now replaced the status of Yaohan as the largest 
Japanese department store chain in Hong Kong. Following the strategy 
of Yaohan, Jusco operates its stores in the residential areas of the new 
towns and the Hong Kong East, including Komhill in Quarry Bay; Lok 
Fu; Tsuen Wan; Tai Po; Tsueng Kwan 0 and Lam Tin. Its product 
assortment has also been widen to include non Japanese products. 
Many of the products sold in conventional supermarkets can now be 
found in Jusco supermarkets. 
At present, Jusco's competitiveness to the two big chains is still 
weak because of its limited number of stores. However, its existence 
does pose certain threat to the big chains. Jusco has generated high 
level of profits in recent years under the pressure of economic 
downturns. According to its management, supermarket sales play a 
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crucial role for its triumph in Hong Kong. In the near future, it will 
open more new stores in the former locations of Yaohan, and will 
continue to capture greater shares of the domestic households market. 
Competitive structure 
Report done by Ho in 1995 revealed that the local supermarket 
industry can be characterized as a polarized market. At one end, the 
industry is dominated by the two big chains, Park'N Shop and 
Wellcome, while at the other end are a large number of small, 
independent supermarket operators. The high market share of the two 
big chains allow the chain to maintain an enviable growth rate in a 
mature market. 
Park'N Shop and Wellcome are the market leaders. The two big 
chains outperform the other competitors in their number of outlets, and 
they hold a dominant market shares of the industry. Each of them 
estimated that over 400,000 people visit their outlets everyday. In the 
mid of 1996, the number of outlets ofWellcome and Park'N Shop have 
grown to 350 and they accounted for a total of 60 percent share of local 
food stores24. Though CRC and KK are the third and fourth largest 
supermarket chains, their number of outlets and market sales is far 
behind that of Park'N Shop and Wellcome. 
24 "Hong Kong: French Carrefour Opens First Hypermarket in Crown Colony", France Les 
Echos, 6 June 1996，p.l6. Available from Dow Jones On-line Database. 
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Competition between the two big chains 
As mentioned before, Park'N Shop and Wellcome do not have big 
difference in their merchandise assortment. They therefore compete 
with each other in terms of 1) pricing strategy; 2) store locations; 3) 
company image and 4) extra services. 
1) Pricing strategy: both Park'N Shop and Wellcome emphasize 
that they offer good price to customers. They offer weekly promotions, 
and advertise their discount products on the major newspapers every 
week. 
In fact, price competition between the big chains is more an image 
competition than a true competition in pricing. According to surveys 
done by local newspapers and the Consumer Council^^ the prices ofthe 
two big chains actually have no significant difference in general, and 
the prices they offer are not always the lowest in the territory as they 
claim. Some of the products are sold at lower price in KK, CRC or 
independent supermarkets. 
However, since it is difficult and time-consuming for the 
customers to compare the product prices item by item, both Wellcome 
and Park'N Shop claim that they give the best price to customers. They 
use various maneuvers to gain the customers' confidence in them. The 
25 Ho, S.C. and Research Staff of the Consumer Council. Report on the Supermarket 




"Wellcome double tick" and "Yellow Label Pricewatch" price 
guarantee labels are their newest gimmicks. 
2) Store location: as discussed before, due to the crowded living 
condition ofHong Kong and the patronage habit ofHong Kong people, 
convenient location is an important determinant to supermarket 
patronage. Thus, the most effective way to capture customers is to 
increase the number of stores. The greater the number of outlets that a 
supermarket chain has, the more location convenience it can offer, and 
the more capable they are in diverting customers away from the other 
operators. 
3) Store image: both Park'N Shop and Wellcome spend a great 
amount on advertising. In 1992, Park'N Shop and Wellcome spent 
about $42,214,000 and $17,814,000 respectively on advertising^^ 
Besides the routine weekly promotion on newspapers, both of them 
advertise on the local television channels to publicize their ‘‘low-price, 
high quality, and trustworthy" image. Park'N Shop emphasizes more on 
customer service and shopping environment. This tendency is shown in 
its slogan--'Tark'N Shop, right for you family". Wellcome instead 
focuses on pricing. Its slogan-"Wellcome Price—the benchmark in 
Hong Kong for best value" is widely recognized by the public. 
'^ Ho, S. C. and Research Staff of the Consumer Council. Report on the Supermarket 
Industry in Hong Kong. Hong Kong: Consumer Council. 1995. P. 19-20. ‘ 
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Both Wellcome and Park'N Shop are quite successfully in 
building up their images. For instance, according to Survey Research 
Hong Kong, 65 percent of local people surveyed believe that Wellcome 
can be trusted above any other supermarket to provide the best value for 
money on a consistent basis over wide range of goods^^. 
c) Extra services: in order to differentiate from other supermarket, 
Park'N Shop and Wellcome offer extra services to customers. 
Wellcome provides the widest range of extra-services. Besides 
traditional home delivery service, it also offers free-interest credit; free 
delivery service for the disabled; internet shopping; interactive 
television shopping services to customers. 
In addition, both Park'N and Wellcome offer bonus points scheme 
to customers. Bonus points are given to customers in proportion to their 
amount ofpurchase, which then can be used to redeem for free gifts or 
to buy durable products like cooking utensils or mini-hi-fi set with 
discounts. Recently, the two big chains compete in this aspect fiercely 
by offering more and more valuable products for redemption. 
27 Internet website ofWellcome Company Limited at http://www.wellcomehk.com 
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Summary of the five forces 
In sum, the strengths of the five forces of local supermarket 
industry are summarized in the following figure: 
FIGURE 4 
STRENGTH OF THE FIVE COMPETITIVE FORCES OF THE 
HONG KONG SUPERMARKETS E^TDUSTRY 
Threats of 
Potential [^^odera te 
K Entrants 7 
Weak X ^ ^ / ^ ^  
Power of ^ \ ^ I Intense | ^ y ^ Power of 
Supplier: ^ ^ |^IntemalRivalry j \ , ^ ^ Buyers 
Strong / \ ^ 
/ \ Strong 
Threats of 
Substitutes 
With the above analysis, we can conclude that the local 
supermarket industry is quite risky for new entrants, and whether it will 




COMPANY PROFILE OF CARREFOUR 
The Carrefour S.A. 
Carrefour is a Paris-based company founded in France in 1960. It 
is France's largest retailer, and is considered to be the originator of 
hypermarket stores. It offers produce, groceries, clothing, consumer 
goods, and household appliances in a large, open-market atmosphere. 
With prices 10-15 percent cheaper than at regular supermarkets, the 
concept has caught on in major cities around the world. 
During the mid-1970s, Carrefour concentrated more on 
international expansion after French legislation put a limit on expansion 
in the company's home country. At present, Carrefour operates nearly 
300 hypermarkets in 13 countries, including more than 100 in France. 
Its overseas operations locate in Argentina, Brazil, France, Italy, 
Malaysia, Mexico, Portugal, South Korea, Spain, Thailand, Turkey, as 
well as Taiwan and China. It entered mainland China in 1995 and is 
now operating three stores in the mainland. Carrefour is getting popular 
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in China, and it plans to launch about 30 more stores in the coming 10 
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years . 
Although Carrefour is aggressive in expanding abroad, it is not 
successful in the United States. In 1988，Carrefour opened a 330,000 
square-foot store in suburban Philadelphia. Out of expectation of 
Carrefour's management, only a few American consumers like to 
purchase in this hypermarket. The failure ofCarrefour in US was due to 
the reasons that firstly, consumers in the US can conveniently shop 
elsewhere for merchandises sold in hypermarkets. Discount stores often 
are located at three-mile intervals in metropolitan areas, and 
supermarkets appear at even closer intervals. Secondly, many U.S. 
consumers find that shopping in stores of over 200,000 square feet is 
too time-consuming. It is hard to find merchandise, and checkout lines 
can be very long 29. 
The case of the United States once again inspires us that 
hypermarket may not be suitable for all cultures. 
Carrefour in Hong Kong 
Carrefour opened its first hypermarket in Hong Kong on 
December 15, 1996. Its 3,000 square meter hypermarket is situated in 
the second floor of the Heng Fa Chuen Shopping Centre. It occupies a 
convenient location as the shopping center is next to the Heng Fa 
Chuen MTR station as well as a carpark.. The district has an estimated 
28 Hoover's Inc. Hoover's CompanyProfiles: France: CarrefourS.A. Austin, Tx.: Hoover's 
Inc., 26 August 1997. Available from Dow Jones Online Database 
29 Ibid. . 
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consumer base of 250,000 people and a purchasing power of $15,000 
per inhabitant3o. 
On 19 December 1997, Carrefour launched its second store in 
Hong Kong. The new store has about 100,000 square foot floor space 
and locates at the 1/F to 3/F of Tsuen Wan's Skyline Plaza in Tsuen 
Wan. The Skyline Plaza is near the Tsuen Wan Pier. A large housing 
estate, two carparks and a bus terminal situate next to it. However, 
according to a property agent, since the Plaza is not near MTR station 
and there is no large scale shopping center nearby, the number of 
visitors to the Plaza is predicted to be relatively smalP^ 
The Tsuen Wan shop is more like a typical hypermarket than the 
Heng Fa Chuen store. Its store size is much larger; its merchandise 
assortment is more comprehensive; and its new facilities, like price-
checking scanners and elevators for shopping carts, are all designed 
according to the French stores. 
Despite the recent down-tum of retailing industry in Hong Kong, 
Carrefour plans to open nine more new stores in the territory in the 
coming five years. Most of the stores will be opened in the new towns 
of New Territories, for example, Tai Po, Ma On Shan and Tseung 
Kwan 0. In November of 1997, Carrefour has rented a 160,000 square 
30 "Hong Kong: French Carrefour Opens First Hypermarket in Crown Colony", France Les 





foot space in the New Metropolitan Plaza, Tseung Kwan 0 , which will 
be launched in 1999^1 
Carrefour's major operating concept is to combine conventional 
supermarket, wet market, houseware store and electrical appliances 
store under one roof. Thus, it has a wide variety of products. 
For food items, besides those offered by conventional 
supermarkets, it also provides fresh meat; fresh bakery products; fresh 
fruit, vegetables and seafood. Some traditional Chinese dried food 
items which are usually found in traditional stores only, like e.g. dried 
scallop and fat choy，can also be found in Carrefour. 
For non-food items, it offers stationery; health & beauty products; 
housewares; electrical appliances; sports products; apparels; toys; 




SWOT ANALYSIS OF HYPERMARKET AND CARREFOUR 
ESfHONGKONG 
With reference to the industry and company analysis in the 
previous sections, we now proceed to discuss the opportunities and 
threats of Carrefour and hypermarket in Hong Kong. 
Strengths ofHypermarket and Carrefour 
1) Excellent shopping environment: offering excellent shopping 
environment is the main selling point ofhypermarket. In contrary to the 
conjected environment of conventional supermarkets, hypermarkets are 
all very spacious. 
Though the stores of Carrefour are not as big as the hypermarkets 
in westem countries, they are still apparently bigger than the local 
conventional supermarkets. The local conventional supermarkets have 
very narrow aisle, and their products are piled up to a dangerous height. 
In contrast, the aisles of Carrefour are very wide, with a width equals to 
that ofthree to four trolleys, so that its big trolleys can move along the 
aisles freely. The different sections of products are clearly separated 
from each others and are neatly organized. 
The shopping environment of Carrefour's Tsuen Wan new store 
is even better. Carrefour installed a special elevator which allows the 
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customers to walk through floor one to floor three with their shopping 
trolleys. Besides, it has installed a price-checking scanner on each 
aisle. Customers can simply scan the price of the products by pressing 
the bar-code onto the scanner. These new facilities offer customers 
more convenience and pleasure in shopping. 
2) Convenience of one-stop-shopping: one-stop-shopping is the 
core operating principle of hypermarket. It provide convenience to 
customers by combining wet market; specialty stores and conventional 
supermarket under one roof, so that customers can buy all the things 
they needs in one store. 
Carrefour offers a wide range of products as mentioned in the 
previous section. Besides, it offers exclusive products from France 
which are not offered in other supermarkets in Hong Kong. These 
French products include spirits, snack food, canned food, cornflakes 
and apparels. 
3) Relatively low product prices: low-margin approach is a 
prominent characteristics of hypermarket. Offering low prices is thus 
the tactic of Carrefour in most markets including Hong Kong. The 
management stress that its products are offered at low price and they 
welcome customers to compare them with that of the other shops. 
4) Fresh food products: provision of fresh food products is 
another strength of hypermarket. Although increasing number of 
conventional supermarkets also offer fresh food produce, the scale of 
their fresh food section is not comparable to that ofhypermarket. 
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According to the management of Carrefour, the fresh food 
products division is a crucial strength of Carrefour^^. Its vegetables and 
sea-food products are all directly imported from suppliers everyday. 
Even more, it operates its own vegetable field in Shun Zhen, so it can 
guarantee the freshness of its vegetables. The production processes of 
its bakery products, Japanese food items like shushi, sashimi, barbecue 
pork, roasted chicken etc. are all transparent to the public. By letting 
the customers to watch the production process of the food items, 
Carrefour is able to gain the customers' confidence in the freshness of 
the food products. 
Weaknesses ofHypermarket and Carrefour 
1) Limited number ofbranches: because of the large floor space 
required by hypermarket, hypermarket operators tend to locate their 
stores in suburban area, and will not operate a large number of stores 
within a small area as the conventional supermarket operators do. 
At present, Carrefour has two stores in Hong Kong. Although it 
plans to expand to ten stores in the future, its number of branches will 
still not be comparable to that of the two big chains. 
2) Weaker bargaining power to suppliers: due to the limited 
number of branches of hypermarket, its bargaining power to the 
supplier will be weaker than the conventional supermarkets. 
Suppliers will be more keen in getting the products onto the shelves 
33 Ibid. 
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of the two big chains rather than on that of Carrefour. Thus, suppliers 
probably will offer a smaller percentage of discount to Carrefour. 
This implies that it will be more difficult for Carrefour to offer 
products at significant lower prices than the big chains. 
Threats to Hypermarket and Carrefour 
1) Mature market with slow-glowing demand: Sales of 
supermarket skyrocketed in the development stage and the earlier 
period of the maturity stage. However, the industry's growth rate 
started to slow down in the last decade. The annual growth rate of 
supermarket sales was 20 percent between 1981-85. It had slowed 
down to 13 percent between 1985-92. Value indexes of the sales of 
supermarket in recent years also show that the sales of supermarket has 
been growing at a decreasing rate. 
This shows that the market of local supermarket industry is 
starting to saturate. It will be much more difficult for new entrants to 
strive for substantial market shares in this slow-growing market, and 
thus their initial investment will be more difficult to be recovered. 
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TABLE 4 
TOTAL RETAIL SALES AND VALUE ESfDICES ^  OF 
SUPERMARKET SALES ESf LAST DECADE 
Time Value of Total Value Index of Percentage of 
Retail Sales Supermarkets^ Grwoth 
($Million) Sales 
1987 84,003.1 4 ^ I 
1990 115,365.0 61.8 -
1992 159,497.6 77.3 -
1993 179,782.7 84.9 9.83% 
1994 201,149.7 94.2 11.0% 
1995 210,559.6 101.3 7.53 
1996 223,920.0 109.0 7.6% 
199 7 214,623.0� 116.2^ 6.6% 
Source: Hong Kong Census and Statistics Department. Monthly Digest ofStatistics, 
February 1998. Hong Kong: Census and Statistics Department, 1998，p.l29.; Hong 
Kong Census and Statistics Department. Hong Kong Annual Digest of Statistics 
1997. Hong Kong: Census and Statistics Department, 1997, p.80. 
a Monthly average of October 1994 to Sepetember 1995=100 
b do not include supermarkets of department stores, but include conventional stores, 
c Based on data from January 1997 to November 1997. Data of November is 
provisional figure only. Data ofDecember is not available, 
d Average of the monthly value index from January to December of 1997. 
2) High property price: Rental cost accounts for almost ten 
percent of the capital cost of supermarkets operating in Hong Kong. 
High rent is a heavier burden to hypermarket than to the conventional 
supermarkets, since spacious floor space is a basic requirement for 
hypermarket operations. Li France or USA, hypermarkets are located in 
sub-urban areas in order to cut down rental cost. This practice, 
however, will not be feasible in Hong Kong. Since Hong Kong people 
highly value location convenience in supermarket shopping, in order to 
stay competitive, hypermarket must locate in areas that is not too far 
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away from the customers. This means hypermarket operators are bound 
pay a high rental cost. 
3) Socio-cultural factors: As discussed before, local people 
usually go shopping everyday. They highly value freshness, and they do 
not accustom to bulk purchasing due to crowded living condition. 
Hong Kong shoppers greatly value convenience, partly because 
of the difficulty of transporting purchases home, and partly because 
every apartment complex is designed to include some retail shops such 
as small grocery store, pharmacy and bakery^^. Such shopping habit 
makes the "one-stop-shopping" idea of hypermarket less appealing to 
local shoppers. Since this habit is deeply rooted in the mind of local 
shoppers, it will be very hard for hypermarket to break it down. 
4) Fierce competition within supermarket industry: Big chains 
have well-established store identification. They have a large number of 
outlets, and have access to prime sites due to connection with property 
developers. It will be a tough task for hypermarket or any other new 
entrants to compete with them as 60 percent of the local market has 
been ruled for decades by Wellcome and Park'N Shop with fantastic 
trading margins. 
5) Competition from substitutes: Power of substitute is even 
stronger for hypermarkets than for conventional supermarkets. It is 
because the non-food items of hypermarkets, including apparels; 
34 Ho, Suk-ching and Lau, Ho-fuk, "Development ofSupermarket Technology: The Incomplete 
Transfer Phenomenon". International Marketing Review. 8, (Spring, 1988)，20-30. 
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electrical appliances; sports goods; compact discs etc. are sold in 
various retail outlets, ranging from hawkers or boutiques to large 
department stores and specialty chain stores. As a small and highly 
developed place as Hong Kong, these outlets are within arms-length. 
This again implied that the one-stop shopping convenience provided by 
hypermarket will be less appealing to local shoppers. 
Among these substitutes, department stores seems to be the 
strongest threat to hypermarket for sales of durable goods, as they house 
departments which specialize in selling each of the categories of non-
food items offered by hypermarket. Hypermarkets thus need to compete 
with them on price. 
Local shoppers used to purchase durable goods from specialty 
stores. Government statistics showed that the aggregate household 
expenditure share of the main durable goods outlets (including 
electrical appliance companies, fumiture companies, department stores 
and computer companies) rose from 58.9 percent in 1984/85 to 66.9 
percent in 1994/95. During the period, the share of department store 
increased from 4.1 percent to 17.5 percent, reflecting the increasing 
propensity for department store shopping among consumers^^. 
35 Hong Kong Census and Statistics Department. Hong Kong Monthly Digest ofStatistics, July 
1997. Hong Kong: Census and Statistics Department, 1997, p. FA6. 
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TABLE 5 
HOUSEHOLD EXPENDITURE SHARES BY CATEGORY OF 
DURABLE GOODS OUTLET W 1984/85 , 1989/90 AND 1994/95 
Household Expenditure Share 
(in percentage)  
Categories ofOutlets 1984/85 1989/90 1994/95 
for Durable Goods  
Electrical appliances 39.2 41.4 29.3 
company 
Fumiture company 13.6 10.4 9.6 
Department store 4.1 5.7 17.5 
Computer company 1.9 3.5 10.4 
Others (e.g. agent 41.1 38.9 33.1 
showroom, direct sales 
shop) 
Total m ] ^ 100 
Source: Hong Kong Census and Statistics Department. Monthly Digest ofstatistics, July 
1997. Hong Kong: Census and Statistics Department, 1997，p.FA6. 
Opportunities for Hypermarket 
1) Occupy a market niche: Hypermarket is a completely new idea 
to Hong Kong shoppers. The "one-stop-shopping" convenience is not 
provided by ordinary supermarkets. Theoretically speaking, 
hypermarket should be able to make use of this uniqueness to occupy a 
market niche to satisfy unfilled needs and to differentiate itselffrom its 
competitors. It can target at those customers who have higher income 
and education who will be less resistant to westem concepts and will be 
more likely to value the convenience of one-stop shopping. In practice, 
there is no definite answer whether hypermarket can occupy a market 
• 
niche in Hong Kong, since it depends on whether local people do value 
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"one-stop-shopping" convenience. The survey of this study will give us 
an insight into this question. 
2) Directly compete with the big chains in terms of price and 
extra services: as mentioned in the five-force analysis section, local 
supermarkets compete with each other in terms of pricing; store 
locations; company image and extra services. If hypermarket cannot 
occupy a market niche, it will need to compete with others in these four 
aspects in order to survive in the industry. In other words, hypermarket 
should either compete by a) offering lower product price; b) opening 
more stores; c) projecting a better image to customers or d) offering 
more extra services than the big chains. 
It seems that the second choice would be impossible, because the 
big chains have numerous outlets covering every district ofHong Kong, 
and most of all, hypermarket needs a very large floor space for 
operations, then opening more stores implies a capital investment that 
is too large to afford. The third choice is also difficult to achieve, since 
the big chains have well-established image in Hong Kong, but 
hypermarket may try to win over its rivals by its unique advantage一its 
spacious and comfortable shopping environment. Offering more extra 
services is a possible strategy, however, the operating cost involved 
must be smaller than the profits bring about by the extra services, or the 
services will be a heavy burden to the operator. The most possible 
strategy for hypermarket is to offer lower product prices. Offering low 
prices is the tactic of Carrefour in most markets. Since it is an 
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international hypermarket chain, it is able to buy in bulk and thus 
obtain quantity discount from the suppliers. If Carrefour is able to 
maintain its low profit margin policy in Hong Kong, it will have greater 




A customer survey was carried out to understand the local 
customers' level of acceptance to Carrefour and their patronage habit in 
Carrefour. Results of this survey will show local people's preference 
toward hypermarket. 
In order to get a more accurate view on customers' attitude 
towards Carrefour, it is more appropriate to focus on the Heng Fa 
Chuen store, since this store has operated for more than a year, many 
residents ofthe districts should have patronized it before. 
Personal interviews were conducted on people who shop in the 
Heng Fa Chuen Shopping Center, details are as following. 
Design of the Questionnaire 
This survey was conducted by personal interviews. The 
questionnaire (Appendix 1) is divided into three parts. Part A aims at 
understanding the respondents' general supermarket shopping behavior 
including: which supermarket do they like most; what supermarket 
attributes do they concem most; and their shopping pattern in their 
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most-frequently-visited supermarket. Part B aims at examining the 
respondents' impression on Carrefour; their shopping behaviors in 
Carrefour; and their preferred retail outlet for buying different types of 
products. Part C aims at getting some personal information of the 
respondents. 
All the questions of the questionnaires were designed to verify the 
following hypotheses: 
• People do not aware of the differences between Carrefour and 
conventional supermarket 
• People consider location convenience and low product price 
as the most important attributes of supermarket 
• People's patronage habits in Carrefour are no difference from 
that in conventional supermarket, i.e. they buy in small quantity; go to 
Carrefour frequently; and only purchase daily routine merchandises 
from Carrefour. 
• People prefer to buy durable goods, like electrical appliances; 
apparels; compact discs; computer products; furniture from specialty 
stores. 
• People prefer to buy fresh food products from wet market 
• Young and more well-educated people prefer shopping in 
hypermarket 
One point that worth noting is that it is presumed that the general 
public do not have a clear concept on the categorization of 
supermarkets. Even they notice the differences between Carrefour and 
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the other supermarkets such as Wellcome, few ofthem do aware ofthe 
formal names of the different categories that Carrefour and Wellcome 
belong to (i.e. Carrefour is a hypermarket, while Wellcome is a 
conventional supermarket). In order to make sure that the respondents 
will not mix up hypermarket with conventional supermarket when 
answering the questions, instead of asking respondents' patronage habit 
in supermarkets in general, we asked their patronage habit to a 
particular supermarket—the one that they most often go to. 
For instance, in question two, we asked "why do you like to go to 
the supermarket that you mentioned in question 1 (the most-frequently-
visited supermarket)?" instead of "why do you like to go to 
supermarkets". Ifthe latter question is asked, since most people will not 
aware that “supermarket” refers to conventional supermarket excluding 
Carrefour, they will tend to think that the question wants them to 
compare supermarket with the wet market; grocery or traditional stores. 
Ifthen, we can only find out why people shop in supermarkets instead 
of other retail outlets, which definitely is not the aim of the present 
study. On the contrary, the former question can direct the respondents 
to compare the particular supermarket that they most often go to with 
the other supermarkets, by then we can know the attributes that 
respondents concern most when they select a supermarket to shop in. 
For question three, we asked "how often do you go to the 
supermarket you mentioned in question one (the most-frequently-
visited one) ？，，instead of asking "how often do you go to 
53 
supermarkets?". On the same line of thinking as question two, if the 
latter question is asked, respondents will count their frequency of 
shopping in all supermarkets, including conventional supermarkets as 
well as Carrefour. In contrast, under the former question, if the 
respondent's answer to question one is not Carrefour, by then we can 
make sure that their answers to question 3 reveal their frequency of 
shopping in conventional supermarkets. By then we can compare this 
with the answers to question ten- "how often do you go to Carrefour?", 
and can figure out if there is any differences between respondents' 
patronage frequency to conventional supermarket and to Carrefour. 
On the other hand, all the questions were asked in an open-ended 
way. answer choices would only be given to respondents if they were 
unable to answer the open-ended questions. This can prevent any 
possible leading effects of the answer choices. 
Sampling MethoH 
The target respondents of the survey were people who just 
shopped in the Heng Fa Chuen Shopping Centre, with age of eighteen 
or above. Simple random sampling method was applied in the present 
survey. 
The survey was conducted from 21 February 1998 to 2 March 
1998. Interviews were conducted at different time slot within the above 
period. Part of the interviews were conducted from 10:00p.m. to 
2:00p.m.，while another part of them were conducted from 6:00p.m. to 
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9:30 p.m. Since unemployed people, students or housewives tend to 
shop at the former time slot, while employed people tend to shop at the 
later time slot, such sampling method can ensure that both group of 
people would have equal chance to be interviewed. 
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CHAPTERVn 
FE^MNGS OF THE SURVEY 
A total of 123 samples, 46 males (37.4 percent of total 
respondents) and 77 females (62.6 percent of total respondents), were 
interviewed. All the respondents have visited Carrefour before. 
Most of the respondents, 78 of them (63.4 percent of total 
respondents) possess secondary educational level ； while 23 of them 
(18.7 percent of total respondents) are of tertiary level; and 20 of them 
(16.3 percent of total respondents) are of primary level or below. 
Detailed age distribution of the respondents is as following: 
TABLE 6 
AGE DISTRIBUTION OF RESPONDENTS 
Age Range Number of Respondents Percentage of Total 
Respondents 
15-24 11 8.9% 
25-34 27 22.0% 
35-44 55 44.7% 
45-54 12 9.8% 
55-64 13 10.6% 
65 or above 4 3.3% 
Missing Case 1 0.8% 
Total \_23 100% 
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Majority of the respondents (80 respondents, 65 percent of total 
respondents) live in Heng Fa Chuen, while 36 of them (29.3 percent of 
total respondents) live in Chai Wan and 7 of them (5.7 percent of total 
respondents) live in nearby districts including Siu Sai Wan, Shau Kei 
Wan and Tai Koo Shing. All of these respondents have visited 
Carrefour before. This result may shows that besides residents of Heng 
Fa Chuen, Carrefour is able to attract people from the nearby districts. 
As most of the respondents live in Heng Fa Chuen, majority of the 
respondents, 91 of them (74 percent of total respondents ) live in 
private housing estate, while only 28 (22.8 percent of total respondents) 
live in public housing estate or home ownership scheme housing estate. 
Income level of the respondents are quite high in general. A total 
of 71 respondents (58.6 percent of total respondents) having monthly 
household income higher than 30,000, an amount that is much higher 
than the median monthly household income, 17,500, of Hong Kong 
households in 1996^^ 
In what way the respondents' educational and income level and the 
districts they live in are related to their supermarket patronage will be 
discussed in the coming sections. 
36 Hong Kong Census and Statistics Department. 1996 Population By-census-Basic Tablesfor 
District Board Districts., Hong Kong: Census and Statistics Department, 1996. 
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Most-Frequently-Visited Supermarket and Patronage Motive 
Park'N Shop is the supermarket that the largest percentage of our 
respondents most frequently shop at. Detail of the respondents' choices 
is shown in Table 7. 
TABLE 7 
SUPERMARKET THAT RESPONDENTS MOST FREQUENTLY 
VISITED 
Shop Name Number of Respondents Percentage of Total 
Respondents 
Park'N 61 49.6% 
Carrefour 30 24.4% 
Wellcome 22 17.9% 
KK 5 4,1% 
Jusco 4 3.3% 
CRC 1 0.8% 
Total m 100% 
Results show that following Park'N Shop, Carrefour is the second 
most-frequently-visited supermarket of our respondents. This result is 
predictable, since most of our respondents live in Heng Fa Chuen, and 
that only Carrefour and Park'N Shop locate in Heng Fa Chuen. 
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TABLE 12 
CROSS-TABULATION OF THE DISTRICTS THAT ESPONDENTS 
LIVE D^ AND THEIR MOST-FREQUENTLY-VISITED 
SUPERMARKET 
District Wellcome Park,N Carrefour KK CRC Jusco Row Total 
Heng Fa~~1 ^ Yl 0 0 0 ^ 
Chuen (1.3/ (65.0) (33.8) (0) (0) (0) (65.0) 
(4.5)b (85.2) (90.0) (0) (0) (0) 
Chai 19 5 3 4 1 4 36 
Wan (52.8) (13.9) (8.3) (11.1) (2.8) (11.1) (29.3) 
(86.4) (8.2) (10.0) (80.0) (100) (100) 
Others 2 4 0 1 0 0 7 
(28.6) (57) (0) (14.3) (0) (0) (5.7) 
(9.1) (6.6) (0) (20.0) (0) (0) 
Column 22 61 30 5 1 4 123 
Total (17.9) (49.6) (24.4) (4.1) (0.8) (3.3) (100) 
a percent of row total responses 
b percent of column total responses 
Among those who live in Heng Fa Chuen, 52 of them (65 percent) 
most often go to Park'N Shop, while only 27 of them (33.8 percent) 
most often go to Carrefour. That means more Heng Fa Chuen residents 
prefer Park'N Shop to Carrefour. 
Looking at the data the other way round, we can see that among 
those who most often go to Carrefour, 27 of them (90 percent) live in 
Heng Fa Chuen. The remaining three respondents are from Chai Wan. 
These three respondents only account for 6.98 percent of all 
respondents who live in Heng Fa Chuen. That means Carrefour is still 
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more attractive to Heng Fa Chuen residents than to that of other 
districts. 
In order to figure out whether Carrefour or its competitors are 
more attractive to a particular age group of respondents, a cross-
tabulation on the age-group of the respondents and their most-
frequently-visited supermarket is constructed as below: 
TABLE 9 
CROSS-TABULATION OF RESPONDENTS' AGE AND THEIR 
MOST-FREQUENTLY-VISITED SUPERMARKET 
~ Wellcome Park'N Carrefour CRC ^ Jusco~~~R^ 
Shop Total 
1 5 - 2 4 ~ ~ ~ 2 6 2 i 0 0 U 
( 1 8 . 2 ) a ( 5 4 . 5 ) ( 1 8 . 2 ) ( 9 . 1 ) ( 0 ) ( 0 ) ( 9 . 0 ) 
( 9 . 1 ) b ( 1 0 . 0 ) ( 6 . 7 ) ( 1 0 0 ) ( 0 ) ( 0 ) 
25-34 9 11 6 0 1 0 27 
(33.3) (40.7) (22.2) (0) (3.7) (0) (22.1) 
(40.9) (18.3) (20.0) (0) (20.0) (0) 
35-44 10 23 15 0 3 4 55 
(18.2) (41.8) (27.3) (0) (5.5) (7.3) (45.1) 
(45.5) (38.3) (50.0) (0) (60.0) (100) 
45-54 1 5 5 0 1 0 12 
(8.3) (41.7) (41.7) (0) (8.3) (0) (9.8) 
(4.5) (8.3) (16.7) (0) (20.0) (0) 
55-64 0 11 2 0 0 0 13 
(0) (84.6) (15.4) (0) (0) (0) (10.7) 
(0) (18.3) (6.7) (0) (0) (0) 
65 or 0 4 0 0 0 0 4 
above (0) (100) (0) (0) (0) (0) (3.3) 
(0) (6.7) (0) (0) (0) (0) 
Column 22 60 30 1 5 4 122 
Total (18.0) (49.2) (24.6) (0.8) (4.1) (3.3) (100) 
a percentage of row total responses 
^ percentage of column total responses 
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These raw data shows that Park'N Shop outperforms the other 
supermarkets for all of the different age-groups. That is, if each age-
group of respondents are considered in isolation, we can see that a 
majority of the respondents in each age-group stated that Park'N Shop 
is their most frequently visited supermarket. That means Park'N 
Shop's popularity is across all age groups. Its popularity is most 
apparent among the respondents with age of 55 or above. 
For those thirty respondents who most frequently shop at 
Carrefour, half of them aged between 35 to 44, while 20 percent of 
them aged between 25 to 34, and 16.7 percent of them aged between 45 
to 54. These results are consistent with that concerning Park'N Shop. 
The largest proportion of Park'N Shop's patron (38.3 percent) are aged 
between 35 to 44, while the second most prominent age group (18.3 
percent) is 25 to 34 and 55 to 64. 
In order to find out whether there is any relationship between 
respondents' age and their choice of the most-frequently-visited 
supermarket, a chi-square test has been conducted on the above cross-
tabulated data. The null hypothesis of the test is that in the population, 
respondents' age is unrelated to their choice of the most-frequently-go 
supermarket. In other words, the same percentage of respondents of 
different age group shop at Carrefour and the other supermarkets. 
Since we found that more than twenty percent of the cells have 
expected values less than five, the data have to be re-combined to make 
the chi-square test applicable. Respondents who chose supermarkets 
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Other than Carrefour are combined into a "non-Carrefour group". Also, 
the age groups of 15-24 and 25-34 are combined into "young-aged 
group"; the 35-44 and 45-54 groups are combined into "middle-aged 
group"; while the 55-64 and the 65 or above groups are combined into 
"old-aged group". After this combination, the cross-tabulation is as 
shown in Table 10. 
TABLE 10 
CROSS-TABULATION OF RESPONDENTS' AGE AND THEIR 
MOST-FREQUENTLY-VISITED SUPERMARKET (CARREFOUR 
VS. NON-CARREFOUR GROUP) 
Carrefour Non-Carrefour Row Total 
Young-aged 8 30 ^ 
(21.1)a (78.9) (31.1) 
(26.7)b (32.6) 
Middle-aged 20 47 67 
(29.9) (70.1) (54.9) 
(66.7) (51.1) 
Old-aged 2 15 17 
(11.8) (88.2) (13.9) 
(6.7) (16.3) 
Column 30 92 122' 
Total (24.6) (75.4) (100) 
a percentage of row total responses 
b percentage of column total responses 
e one missing case 
Results of the chi-square test is shown in the following table: 
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TABLE 12 
PEARSON CHI-SQUARE FOR CROSS-TABULATION OF 
RESPONDENTS' AGE AND THEIR 
MOST-FREQUENTLY-VISITED SUPERMARKET 
(CARREFOUR VS. NON-CARREFOUR GROUP) 
Chi-Square Value Degree ofFreedom Significance 
Pearson 2.76435 2 0.25103 
Likelihood Ratio 2.98575 2 0.22473 
Mantel-Haenszel 0.07276 1 0.78736 
test for linear 
association  
Minimum expected frequency: 4.180 
Cells with expected frequency less than 5 : 1 of 6 (16.7%) 
Number of missing observation: 1 
We can see that the observed significance level for the Pearson 
chi-square value is 0.25103. Since the observed significance level is 
high, we cannot reject the null hypothesis that respondents' age is 
unrelated to their choices of supermarkets. 
Respondents' education level has also been cross-tabulate with 
their most-frequently-visited supermarket to see if Carrefour is more 
popular to respondents attaining a particular educational level. 
63 
TABLE 12 
CROSS-TABULATION OF RESPONDENTS' EDUCATION LEVEL 
AND THEIR MOST-FREQUENTLY-VISITED SUPERMARKET 
Wellcome Park'N Carrefour CRC ^ Jusco~~~]^ 
Shop Total 
Primary 2 13 4 0 1 0 20 
Level or (10.0)' (65.0) (20.0) (0) (5.0) (0) (16.4) 
below (9.1)b (21.7) (13.3) (0) (20.0) (0) 
Secondary 17 34 19 1 4 4 79 
Level (21.8) (43.6) (24.4) (1.3) (5.1) (5.1) (64.8) 
(77.3) (55.0) (63.3) (100) (80) (100) 
Tertiary 3 13 7 0 0 0 23 
Level (13.0) (56.5) (30.4) (0) (0) (0) (18.9) 
(13.6) (21.7) (23.3) (0) (0) (0) 
Column 22 60 30 1 5 4 122' 
Total (18.0) (49.2) (24.6) (0.8) (4.1) (3.3) (100) 
a percentage of row total responses 
b percentage of column total responses 
e one missing case 
These raw data show that Park'N Shop also outperform the other 
supermarkets in all the groups of respondents with different educational 
levels. Its popularity is most apparent among respondents attaining 
education of primary level or below. 
For those thirty respondents most frequently shop at Carrefour, 
majority of them (63.3 percent) are of secondary educational level. 
Similarly, majority of Park'N Shop's frequently patrons (55.0 percent) 
are also of secondary education level. This may be caused by the fact 
that in general, an increasing percentage of the population of Hong 
Kong attain a secondary level of education. 
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In order to fmd out whether there is any relationship between 
respondents' education level and their most-frequently-visited 
supermarket, a chi-square test has been conducted on the above cross-
tabulated data. The null hypothesis of the test being that in the 
population, respondents' education level is unrelated to their most-
frequently-visited supermarket, in other words, the same percentage of 
respondents with primary level, secondary level and tertiary level shop 
at Carrefour and the other supermarkets. 
Again, since we found that more than twenty percent of the cells 
have expected values less than five, the data have to be re-combined to 
make the chi-square test applicable. Respondents who choose 
supermarkets other than Carrefour are combined into "non-Carrefour 




CROSS-TABULATION OF RESPONDENTS' EDUCATION LEVEL 
AND THEIR MOST-FREQUENTLY-VISITED SUPERMARKET 
(CARREFOUR VS. NON-CARREFOUR GROUP) 
Carrefour Non-Carrefour Row Total  
Primary Level or 4 16 20 
below (13.3)a (80.0) (16.4) 
(20.0)^ (17.4) 
Secondary Level 19 60 79 
(24.1) (75.9) (64.8) 
(63.3) (65.2) 
Tertiary Level 7 16 23 
(30.4) (69.6) (18.9) 
(23.3) (17.4) 
Column 30 92 122' 
Total (24.6) (75.4) (100) 
a percentage of row total responses 
b percentage of column total responses 
e one missing case 
TABLE 14 
PEARSON CHI-SQUARE FOR CROSS-TABULATION OF 
RESPONDENTS, EDUCATION LEVEL AND THEIR 
MOST-FREQUENTLY-VISITED SUPERMARKET 
(CARREFOUR VS. NON-CARREFOUR GROUP) 
Chi-Square Value Degree ofFreedom Significance 
Pearson 0.66334 2 0.71772 
Likelihood Ratio 0.65421 2 0.72101 
Mantel-Haenszel 0.63769 1 0.42455 
test for linear 
association  
Minimum expected frequency: 4.918 
Cells with expected frequency less than 5 : 1 of 6 (16.7%) 
Number of missing observation: 1 
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We can see that the observed significance level for the Pearson 
chi-square value is 0.71772. Since the observed significance level is 
high, we cannot reject the null hypothesis that respondents' education 
level is unrelated to their choices of supermarket. 
Results of cross-tabulation of respondents' monthly family 
income with their most-frequently-visited supermarket has more 
variations. The row percentages show that for the respondents with 
family monthly income of $9,900 or below, most of them are frequent 
patron of Carrefour. However, if we look at real numbers, we can see 
that the actual difference between Carrefour, Park'N Shop is only 1 
respondents. Therefore, it is too preliminary to conclude that Carrefour 
is popular among people with low income. 
A total of 45 respondents having family monthly income from 
10,000 to 30,000. Eighteen of them (40 percent) most frequently shop 
at Wellcome, while 14 of them (31.1 percent) most frequently shop at 
Park'N, and only 5 of them (11.1 percent) most frequently shop at 
Carrefour. 
A total of 45 respondents are from high income group having 
family monthly income from 30,001 or above. Thirty of them (66.6 
percent) most frequently go to Park'N Shop. Only 14 of them (23.3 
percent) most frequently shop at Carrefour. 
These raw data show that Park'N Shop is popular among people 
with high family monthly income, while Wellcome is more popular 
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among people with lower family monthly income. However, whether 
such relationship does exist has to be confirmed by chi-square test. 
TABLE 15 
CROSS-TABULATION OF RESPONDENTS' MONTHLY FAMILY 
INCOME WITH THEIR MOST-FREQUENTLY-VISITED 
SUPERMARKET 
Wellcome Park'N Carrefour CRC ^ J u s c o ~ ~ ~ ^ 
Shop Total 
9,900 or 1 2 3 0 0 0 6 
below (16.7)a (33.3) (50.0) (0) (0) (0) (6.3) 
(5.0)b (4.3) (13.6) (0) (0) (0) 
10,001 to 6 5 3 0 0 2 16 
20.000 (37.5) (31.3) (18.8) (0) (0) (12.5) (16.7) 
(30.0) (10.9) (13.6) (0) (0) (50.0) 
20.001 to 12 9 2 1 3 2 29 
30.000 (41.4) (31.0) (6.9) (3.4) (10.3) (6.9) (30.2) 
(60.0) (19.6) (9.1) (100) (100) (50.0) 
30.001 to 0 11 4 0 0 0 15 
40.000 (0) (73.3) (26.7) (0) (0) (0) (15.6) 
(0) (23.9) (18.2) (0) (0) (0) 
40.001 to 1 12 9 0 0 0 22 
50.000 (4.5) (54.5) (40.9) (0) (0) (0) (22.9) 
(5.0) (26.1) (40.9) (0) (0) (0) 
50.001 to 0 1 0 0 0 0 1 
60,000 (0) (100) (0) (0) (0) (0) (1.0) 
(0) (2.2) (0) (0) (0) (0) 
60,001 or 0 6 1 0 0 0 7 
above (0) (85.7) (14.3) (0) (0) (0) (7.3) 
(0) (13.0) (4.5) (0) (0) (0) 
Column 20 46 22 1 3 4 96' 
Total (2Q.8) (47.9) (22.9) (1.0) (3.1) (4.2) (100) 
‘ p e r c e n t a g c o f m u total responses 
^ percen tage o f c o l u n i n total responses 
^ 27 miss ing cases 
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A chi-square test has been conducted on the above cross-tabulated 
data. Again, the null hypothesis of the test is that in the population, 
respondents' family monthly income level is unrelated to their most-
frequently-visited supermarket, in other words, the same percentage of 
respondents with different family monthly income levels shop at 
Carrefour and the other supermarkets. 
Since we found that more than twenty percent of the cells have 
expected values less than five, the data have to be re-combined to make 
the chi-square test applicable. Respondents who choose supermarkets 
other than Carrefour are combined into “non-Carrefour group". Also, 
the two groups, 9,900 or below and 10,001 to 20,000 are combined to 
form a "low-income group"; 20,001 to 30,000 and 30,002 to 40,000 are 
combined to form a "medium-income group"; and the remaining three 
groups are combined to form a “high-income group". After 
combination, the cross-tabulation is as shown in the following table. 
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TABLE 12 
CROSS-TABULATION OF RESPONDENTS' MONTHLY FAMILY 
n^JCOME AND THEIR MOST-FREQUENTLY-VISITED 
SUPERMARKET (CARREFOUR VS. NON-CARREFOUR GROUP) 
Carrefour Non-Carrefour Row Total  
Low income 6 16 20 
(27.3)a (72.7) (22.9) 
(27.0)b (21.6) 
Medium income 6 38 44 
(13.6) (86.4) (45.8) 
(27.3) (51.4) 
High income 10 20 30 
(33.3) (66.7) (31.3) 
(45.5) (27.0) 
Column 22 74 96 ' 
Total (22.9) (77.1) (100) 
a percentage of row total responses 
b percentage of column total responses 
^27 missing cases 
TABLE 17 
PEARSON CHI-SQUARE FOR CROSS-TABULATION OF 
RESPONDENTS' MONTHLY FAMILY D4COME AND THEIR 
MOST-FREQUENTLY-VISITED SUPERMARKET 
(CARREFOUR VS. NON-CARREFOUR GROUP) 
Chi-Square Value Degree ofFreedom Significance 
Pearson 4.22426 2 0.12098 
Likelihood Ratio 4.32356 2 0.11512 
Mantel-Haenszel 0.51230 1 0.47414 
test for linear 
association  
Minimum expected frequency: 5.042 
Number of missing observation: 27 
We can see that the observed significance level for the Pearson 
chi-square value is 0.12098. Since the observed significance level is 
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quite high, we cannot reject the null hypothesis respondents' family 
monthly income is unrelated to their choices of supermarket. The 
relationships we observed from the raw data, that is Wellcome is more 
popular among low income group while Park'N Shop is more popular 
among high income group are therefore cannot be concluded. 
Regarding reasons for preference towards the most-frequently-
Q n 
visited supermarket, a total of 172 responses were received . The most 
popular answer is convenient location, it accounts for 99 responses 
(57.6 percent of total responses); 'lower product price’ is the second 
most popular answer, it accounts for 21 responses (12.2 percent of total 
responses); while ‘wider product variety' is the third most popular one, 
it accounts for 20 responses (11.6 percent of total responses). These 
results show that location, product price and product variety are the 
attributes of supermarket that people concem most, and among them, 
location is of prior importance. This is consistent with that of the 
previous studies on general supermarket patronage habit of Hong Kong 
people. 
Detail of the reasons for preferring the most-frequent-go 
supermarket is shown in the following table: 
37 Each respondent was allowed to give no more than three reasons for their preference. 
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TABLE 12 
REASONS FOR PREFERRING THE MOST-FREQUENTLY-
VISITED SUPERMARKET 
Shop Location Product Product Shopping Store Hygienic Others Row 
Name Price Variety Env,t Size Condition Total 
Park'N 50 9 7 6 2 2 2 78 
( 6 4 . 1 ) a ( 1 1 . 5 ) ( 9 . 0 ) ( 7 . 7 ) ( 2 . 6 ) ( 2 . 6 ) ( 2 . 6 ) ( 4 5 . 3 ) 
Carrefour 20 8 6 2 5 3 5 49 
(40.8) (16.3) (12.2) (4.1) (10.2) (6.1) (10.2) (28.5) 
Wellcome 21 4 5 0 0 0 0 30 
(70.0) (13.3) (16.7) (0) (0) (0) (0) (17.4) 
KK 5 0 0 0 0 0 1 6 
(83.3) (0) (0) (0) (0) (0) (16.7) (3.5) 
CRC 1 0 0 0 0 0 0 1 
(100) (0) (0) (0) (0) (0) (0) (0.6) 
Jusco 2 0 2 2 0 0 2 8 
(25.0) (0) (25.0) (25.0) (0) (0) (25) (4.7) 
Total 99 21 20 10 7 5 10 172 
(57.6) (12.2) (11.6) (5.8) (4.1) (2.9) (5.8) (100) 
a percentage of row total responses 
This shows that convenient location is the most popular reason 
across the different supermarkets. 
We can see that among those who most often go to Park'N Shop, 
50 of them (64.1 percent) stated that they choose Park'N Shop because 
its location is convenient to them, 9 of them (11.5 percent) said Park'N 
Shop's price is lower than other supermarkets, and 7 of them (9.0 
percent) said Park'N has wider product variety. 
Among those who most often go to Carrefour, 20 of them (40.8 
percent) stated that they choose Carrefour because its location is 
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convenient to them, 8 of them (16.3 percent) said Carrfour's price is 
lower than other supermarkets, and 6 of them (12.2 percent) said 
Carrefour has wider product variety than other shops. 
Patronage Habit 
Answers to question three show how often the respondents go to 
their most-frequently-visited supermarket (those whose answer is not 
Carrefour). Results shows that these majority of these 93 respondents 
prefer to shop frequently. A total of 45 of them (48.3 percent) go to 
their most-frequently-visited supermarket four to six times or more a 
week. Detail figures are shown in Table 19. 
TABLE 19 
SHOPPD^IG FREQUENCY AT SUPERMARKETS OTHER 
THAN CARREFOUR 
Shopping Number of Percentage of Respondents Who 
Frequency Respondents Most Frequently Shop at 
Supermarkets Other Than 
Carrefour  
Once per day 26 27.9% 
4-6 timer a week 19 20.4% 
1-3 timesaweek 37 39.8% 
2-3 time a month 7 7.5% 
Once per month 4 4.3% 
Total 93a i _ ^  
a Thirty respondents answered Carrefour is their most-frequently-visited shop, so they 
are excluded from this table. ‘ 
For the thirty respondents who most often go to Carrefour, their 
frequency of shopping at Carrefour is also very high. 36.6 percent of 
73 
them go to Carrefour four to six times or more per week; majority of 
them (56.7 percent) go there one to three times a week. 
TABLE 20 
SHOPPEMG FREQUENCY AT CARREFOUR (RESPONDENTS 
WHO MOST FREQUENTLY SHOP AT CARREFOUR) 
Shopping Number of Percentage of Respondents Who 
Frequency Respondents Most Frequently Shop at 
Carrefour  
Once per day 4 13.3% 
4-6 timer a week 7 23.3% 
1 -3 times a week 17 56.7% 
2-3 time a month 2 6.7% 
Once per month - -
Total W 100% 
Comparing the two group of results, we can see that in general, 
both groups of respondents shop frequently, majority of respondents in 
each ofthe two groups shop for one to three times per week. 
Comparing the group of data in detail, we can see that a larger 
percentage of respondents who most frequently shop at supermarkets 
other than Carrefour do their shopping everyday. Whereas a larger 
percentage of respondents who frequently shop at Carrefour shop for 
one to three times a week. That means, respondents like to shop at other 




COMPARISON OF RESPONDENTS' SHOPPE^JG FREQUENCY 
AT CARREFOUR WITH THAT AT THE 
OTHER SUPERMARKETS 
Once 4-6 Times 1-3 Times 2-3 Times Once Total 
Per day Per week Per Week Per Month Per month  
Carrefour 13.3%~~23.3% 56.7% KWo 0 T ^ ~ ~ 
Other 28.3% 20.7% 40.2% 6.5% 4.3% 100% 
Supermarkets 
Difference ‘ -15% +2.6% +16.5% +0.2% -4.3% 
a percentage of Carrefour minus that of the other supermarkets. 
In order to figure out how frequently the respondents not living 
Heng Fa Chuen shop at Carrefour, a cross-tabulation has been 
constructed for the district respondents live in and their shopping 
frequency at Carrefour. Result shows that although Carrefour is not the 
most-frequently-visited supermarket of respondents living in other 
districts, they do visit Carrefour on a regular basis. This confirms that 




CROSS-TABULATION OF THE DISTRICTS THAT 
RESPONDENTS LIVE m AND THEIR SHOPPBSlG 
FREQUENCY AT CARREFOUR 
Once 4-6 1-3 Times 2-3 Times Once Per Less Than Row total 
Per Times a Week a Month Month Once Per 
Day a week Month  
Heng Fa 9 20 34 13 3 1 80 
Chuen (11.3)a (25.0) (42.5) (16.3) (3.8) (1.3) (65.0) 
Chai Wan 0 0 6 11 15 4 36 
(0) (0) (16.7) (30.6) (41.7) (11.1) (29.3) 
Others 0 0 2 1 2 2 7 
(0) (0) (28.6) (14.3) (28.6) (28.6) (5.7) 
Column 9 20 42 25 20 7 123 
Total (7.3) (16.3) (34.1) (20.3) (16.3) (5.7) (100) 
a Percentage of row total responses 
Frequently Purchased Items 
The following data show the types of products that respondents 
frequently buy in supermarkets other than Carrefour. 
A total of 181 responses were received. The first three most 
frequently purchased products are housewares, which accounts for 21 
percent of total responses (38 responses); fresh fruits and vegetables, 
which accounts for 14.4 percent of total responses (26 responses); and 
beverages and snacks, which accounts for 13.3 percent of total 
responses (24 responses). 
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TABLE 21 
ITEMS THAT RESPONDENTS MOST FREQUENTLY 
PURCHASE AT SUPERMARKETS OTHER 
THAN CAREEFOUR 
Number of Percentage of Total 
Responses Responses 
Housewares 3 8 21.0% 
Freshfmits&vegetables 26 14.4% 
Beverages&snacks 24 13.3% 
Rice & edible oil 18 9.9% 
Canned food 17 9.4% 
Frozen food 16 8.8% 
Bakery products 15 8.3% 
Fresh Meats 14 7 .7% 
All of the above 13 12% 
Total m 100% 
For the types of products respondents usually buy in Carrefour, a 
total of 228 responses were received. The first three most frequently 
chosen products are fresh fruits and vegetables, which accounts for 18 
percent of total responses (41 responses); beverages and snacks, which 
accounts for 16.7 percent of total responses (38 responses); and 
housewares, which accounts for 15.4 percent of total responses (35 
responses). Detail breakdowns are shown in the following table. 
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TABLE 21 
ITEMS THAT RESPONDENTS MOST FREQUENTLY 
PURCHASE AT CAREEFOUR 
Number of Percentage of Total 
Responses Responses  
Freshfmits&vegetables 41 18.0% 
Beverages & snacks 38 16.7% 
Housewares 3 5 15.4% 
Bakery products 25 11.0% 
Frozen food 21 9.2% 
Fresh Meats 18 7.90/0 
Cooked items 12 5.30^ 
Canned food 12 5.30/� 
Rice&edibleoil 10 4.40/0 
All of the above 11 4.Syo 
Others 5 2.2% 
Total 228 lQQ%  
In other words, fresh fruits and vegetables are the most popular 
products of Carrefour, followed by beverages and snacks and 
houseware. It is also interesting to note that cooked items accounts for 
5.3 percent of total responses (12 responses). Although the percentage 
is not large, it is the only product category that is not mentioned by 
respondents who most often go to the other supermarkets. 
In particular among those thirty respondents who most frequently 
shop at Carrefour, the items they usually purchase in Carrefour are 
shown in the following table. 
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TABLE 21 
ITEMS THAT RESPONDENTS MOST FREQUENTLY PURCHASE 
AT CARREFOUR (RESPONDENTS WHO MOST FREQUENTLY 
SHOP AT CARREFOUR) 
Number of Percentage ofTotal Responses 
Responses Given by Respondents Most 
Frequently Shop at Carrefour 
Fresh fmits & vegetables 14 22.2% 
Housewares 12 19.0% 
Beverage & snacks 8 12.7% 
Fresh meats 8 12.7% 
Bakery products 1 11.1 % 
Frozen food 5 7.9% 
Canned food 2 3.2% 
Cooked items 2 3.2% 
Rice&edibleoils 1 1.6% 
All ofthe above 5 7.9% 
Total Responses 63 100% 
a Percentage of row total responses 
Amount of Spending 
For respondents who most often go to supermarkets other than 
Carrefour, they tend to buy in small quantity. About seventy percent of 
them usually spend less than $150 for every purchase. Their spending 
pattern in detail is as following: 
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TABLE 21 
RESPONDENTS' SPENDDs[G AT SUPERMARKET 
OTHER THAN CARREFOUR 
Spending Per Number of Respondents Percentage of Total 
Purchase Respondents 
$0-50 17 18.3% 
$51-150 47 50.5% 
$151-250 18 19.4% 
$251-350 4 6.7% 
$351-450 5 5.4% 
$452-550 1 1.1% 
$551-750 1 l . p / o 
Total _93 100% 
Spending pattern of all respondents at Carrefour is shown in Table 
27. Results show that 56.1 percent of all respondents spend less than 
$150. 
TABLE 27 
SPENDn^^G PATTERN AT CARREFOUR (ALL RESPONDENTS) 
Spending per Number ofRespondents Percentage of Total 
Purchase Respondents  
$0-50 15 12.2% 
$51-150 54 43.9% 
$151-250 38 30.9% 
$251-350 8 6.5% 
$351-450 2 1.6% 
$452-550 1 0.8% 
$551-750 3 2.4% 
$951-1100 2 1.6% 
Total 123 100% 
Among those who most often go to Carrefour, their spending 
pattern is shown in Table 28. Most ofthem usually spend $151-250, 
while the second most common spending level is $51-150. 
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TABLE 21 
SPENDrS[G AT CARREFOUR (RESPONDENTS WHO MOST 
OFTEN GO TO CARREFOUR) 
Spending Per Number of Respondents Percentage of Total 
Purchase Respondents 
$0-50 3 10.0% 
$51-150 7 23.3% 
$151-250 16 53.3% 
$251-350 2 6.7% 
$351-450 2 6.7% 
$452-550 0 0 
$551-750 0 0 
$951-1100 0 0 
Total 30 100% 
TABLE 29 
COMPARISON OF RESPONDENTS' PURCHASE EXPENSES AT 
CARREFOUR WITH THAT AT THE OTHER SUPERMARKETS 
$0-50 $51-150 $151-250 $251-350 $351-450 $452-750 Total 
Carrefour 10.0% 23.3% 53.3% KWo KWo 0% j ^ o ^ 
Other 18.3% 50.5% 19.4% 6.7% 5.4% 2.2% 100% 
Supermarkets 
Difference ‘ -8.3% -27.2% +33.9% 0% +1.3% -2.2% 
a percentage ofCarrefour minus that ofthe other supermarkets. 
This shows that in general, people tend to buy in small quantity, no 
matter in Carrefour or in other supermarkets. They usually spend about 
$51 to $150 for every purchase. For those who particularly prefer to 
shop at Carrefour, most of them do tend to spend a little bit more. They 
usually spend about $151-250 for every purchase. 
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Transportation Means 
Eight-seven respondents (70.7 percent of total respondents) go to 
their most-frequently-visited supermarket on foot, while the remaining 
usually take MTR (29 respondents, 23.6 percent of total respondents). 
Eighty-five respondents (69.1 percent of total respondents) only take 
five minutes or less to the supermarket, while only nine of them (7.3 
percent of total respondents) take 6 to 10 minutes. This result confirms 
that convenient location means a short distance that is within ten 
minutes of walking. 
Contrary to the people in westem countries, none of our 
respondents go to Carrefour by private car. Eight-three of the 
respondents go to Carrefour on foot (67.5 percent oftotal respondents), 
23 ofthem (18.7 percent of total respondents) go there by MTR, and 12 
ofthem (9.8 percent of total respondents) go there by bus or mini-bus. 
It is also interesting to note that 5 of them (4.1 percent of total 
respondents) go to Carrefour by the free shuttle bus offered by Heng Fa 
Chuen Shopping Centre. 
For the time spent on traveling to Carrefour, 81 of them (65.9 
percent oftotal respondents) only take five minutes or less to Carrefour. 
Thirty-one of them (25.2 percent of total respondents) takes six to ten 
minutes, and 8 of them (6.5 percent of total respondents) takes eleven 
to sixteen minutes. Only 3 of them (4.2 percent of total respondents) 
need more than 16 minutes to travel to Carrefour. 
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This shows that Carrefour is able to serve residents of districts that 
are a bit away from Heng Fa Chuen, although these people still prefer 
to go to the supermarket that is nearest to their homes. Residents of 
other districts usually go to Carrefour by MTR while a few of them take 
the shuttle bus ofHeng Fa Chuen Shopping Centre. 
Attitudes towards Carrefour 
Ninety-eight respondents (79.7 percent of total respondents) said 
that Carrefour is different from the other supermarkets. A total of 140 
responses38 were received. The three most frequent responses are 
"larger store size"; "wider product variety"; and "offer products not 
sold in other supermarkets". Details are shown in the following table. 
TABLE 30 
DIFFERENCE BETWEEN CARREFOUR AND THE OTHER 
SUPERMARKETS AS PERCEIVED BY RESPONDENTS 
Differences stated by Number of responses Percentage of total 
respondents responses  
Larger store size 54 41.4% 
Wider product variety 35 25.0% 
Offer products not sold 14 10.0% 
in 
other supermarkets 
Lower product prices in 12 8.6% 
general 
More discount products 8 5.7% 
More French products 4 2.9% 
Total 140 100% 
38 All respondents were allowed to state as many differences as they could think of. 
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Purchase ofDurable Items 
Majority of the respondents, 87 of them (70.7 percent of total 
respondents), have not brought any durable items including electrical 
appliance, apparel, sports goods, furniture or compact discs from 
Carrefour before in the past six months. 
Among those 36 respondents (29.3 percent of total respondents) 
who have done so, 18 of them (50 percent of total respondents) bought 
electrical appliances, thirteen of them (36.1 percent of total 
respondents) bought compact disc, while five of respondents (13.9 
percent of total respondents) bought apparels. For the electrical 
appliances being purchased, all of them were low-priced electrical 
appliances like electrical kettle; lamp and electrical fan etc. 
Among those thirty respondents who most frequently shop at 
Carrefour, only 12 of them (40%) have bought durable items from 
Carrefour before in the past six months, whereas 18 of them (60%) 
have not done so. This shows that the durable items offered by 
Carrefour are not very attractive even to the frequent patrons of 
Carrefour. 
Level of Satisfaction to Carrefour 
Product price 
Most of the respondents are quite satisfied with the pricing of 
Carrefour, a total of 75 respondents (60.9 percent oftotal respondents) 
said that Carrefour's product price is very good or quite good. Fourty-
seven of them (38.2 percent of total respondents) think Carrefour's 
product price is not different from that ofother supermarkets, and only 
84 
1 of them (0.8 percent of total respondents) said Carrefour's product 
price is too high. 
TABLE31 
RESPONDENTS' LEVEL OF SATISFACTION TO THE PRDOCUT 
PRICE OF CARREFOUR 
Number ofRespondents Percentage ofTotal 
Respondents 
Very good 10 8.1% 
Quite good 65 52.8% 
Indifferent 47 38.2% 
Quite bad 1 0.8% 
Very bad 0 0% 
Total 1_^ 100% 
Product variety 
Majority of the respondents are quite satisfied with the product 
variety of Carrefour. A total of 100 of respondents (81.3 percent of total 
respondents) said that Carrefour's product variety is very good or quite 
good. While 21 of them (17.1 percent of total respondents) said it is not 
different from that of the other supermarkets, and only two of them (1.6 
percent of total respondents) said Carrefour's product variety is too 
limited. 
TABLE 32 
RESPONDENTS' LEVEL OF SATISFACTION TO THE PRODUCT 
VARIETY OF CARREFOUR 
Number of Respondents Percentage of Total 
Respondents 
Very good 29 23.6% 
Quite good 71 57.7% 
Indifferent 21 17.1% 
Quite bad 2 1.6% 
Very bad 0 0% 
Total m 100% 
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Product quality 
Over half (62) of our respondents (50.4 percent of total 
respondents) are indifferent to the product quality of Carrefour. A total 
of 60 of them (48.8 percent of total respondents) said Carrefour's 
product quality is very good or quite good. For the one who has 
negative view on Carrfour's product quality, she said the fresh 
vegetables & fmits of Carrefour are not fresh. 
TABLE 33 
RESPONDENTS' LEVEL OF SATISFACTION TO THE PRODUCT 
QUALITY OF CARREFOUR 
Number of Respondents Percentage of Total  
Respondents 
Very good 4 3.3% 
Quite good 56 45.5% 
Indifferent 62 50.4% 
Quite bad 1 0.8% 
Very bad 0 0% 
Total m 100% 
Store lavout 
Majority of the respondents are satisfied with the store layout of 
Carrefour. Twenty-one of them (17.1 percent of total respondents) said 
Carrefour's store layout is very good and 73 of them (59.3 percent of 
total respondents) said it is quite good. They said the products are well-
categorized, they can find the products easily. For those 4 respondents 
(3.3 percent of total respondents) who said Carrefour's shop layout is 
bad, the reason is that Carrefour changes its layout too frequently, so 
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the products they want are placed in different locations from time to 
time, and they have to spend time on searching them. 
TABLE 34 
RESPONDENTS' LEVEL OF SATISFACTION TO THE STORE 
LAYOUT OF CARREFOUR 
Number of Respondents Percentage of Total 
Respondents 
Very good 21 17.1% 
Quite good 73 59.3% 
Indifferent 25 20.3% 
Quite bad 4 3.3% 
Very bad 0 0% 
Total m 100% 
Shopping environment 
Again, majority of the respondents are satisfied with the shopping 
environment of Carrefour. Twenty-eight of them (22.8 percent of total 
respondents) said Carrefour's environment is very good and 73 of them 
(59.3 percent of total respondents) said it is quite good. A total of six 
(4.9 percent of total respondents) respondents said that Carrefour's 
shopping environment is bad or very bad. These people think that 
sometimes the aisles are too crowded since the shopping carts are too 
big and are difficult to handle. 
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TABLE 21 
RESPONDENTS' LEVEL OF SATISFACTION TO THE SHOPPHNJG 
ENVIRONMENT OF CARREFOUR 
Number of Respondents Percentage of Total  
Respondents 
Very good 28 22.8% 
Quite good 73 59.3% 
Indifferent 16 13.0% 
Quite bad 5 4.1% 
Very bad 1 ^.8% 
Total 1 ^ 100% 
Preferred Retail Outlets For Buving Fresh Food Items: Electrical 
Appliances: Compact Discs And Fumiture 
Mean scores for each ofthe questions from fifteen to nineteen are 
calculated, with one indicating preference for shopping a particular type 
ofproduct in Carrefour, and six indicating preference for shopping that 
type of product in specialty store (or wet market for fresh fruits and 
meats). 
For Purchase ofFresh Fruits and Vegetables 
Results show that for fresh fruits and vegetables, the mean score is 
2.76, which means that people tend to purchase fresh fruits and 
vegetables in Carrefour, though this tendency is not very strong. Most 
ofthe respondents who prefer Carrefour said that Carrefour's fruits are 
lower in price than that of the wet market. 
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TABLE 21 
RESPONDENTS' DEGREE OF PREFERENCE FOR BUYES[G 
FRESH FRUITS AND VEGETABLES FROM CARREFOUR 
VS. FROM THE WET MARKETS 
Value on the Scale ^ Number of Percentage of Total  
Respondents Number ofRespondents 
1 49 39.8% 
2 13 10.6% 
3 15 12.2% 
4 2 1.6% 
5 40 32.5% 
Like Park'N Shop^ 1 0.8% 
Not applicable ‘ 3 2.4% 
Total m l _ ^  
a The scale is from 1 to 5, with 1 indicating preference of Carrefour; 5 indicating 
preference of the wet markets; while 3 representing "Cannot say", 
b This category represent respondents who prefer Park'N Shop to Carrefour or wet 
markets. 
c This category represent respondents who said that they do not purchase fresh fruits 
and vegetables. 
For those who most frequently shop at Carrefour, the mean score is 
2.03. That means these respondents have a rather strong preference to 
purchase fresh fruits and vegetables from Carrefour. 
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TABLE 21 
DEGREE OF PREFERENCE FOR BUYmG FRESH FRUITS 
AND VEGETABLES FROM CARREFOUR VS. FROM THE 
WET MARKETS (RESPONDENTS WHO MOST 
FREQUENTLY SHOP AT CARREFOUR) 
Value on the Number of Percentage ofRespondents 
Scale Respondents Most Frequently Shop at 
— Carrefour  
1 ^6 53.30/0 
2 4 13.30/0 
3 6 20.0% 
4 1 3.3% 
5 3 10.0% 
Like Park'N Shop 0 0% 
Not applicable 0 0% 
Total ^ 100% 
For Purchase of Fresh Meats 
For fresh meats, the mean score is 3.80. Respondents said they 
tend to buy meats from wet market because the meats sold there are 
much fresher, and the quality is much more reliable. It is also 
interesting to note that 22 respondents prefer to go to Carrefour to buy 
fresh meats while only 7 respondents prefer Park'N Shop. That means 
Carrefour is still more successful to Park'N Shop in terms ofthe sales 
of fresh meats. 
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TABLE 21 
RESPONDENTS' DEGREE OF PREFERENCE FOR BUYE^IG 
FRESH MEATS FROM CARREFOUR VS. FROM 
THE WET MARKETS 
Value on the Scale ^ Number of Percentage of Total 
Respondents Number of  
Respondents 
1 22 17.9% 
2 5 4.1% 
3 14 11.40/0 
4 5 4.1% 
5 67 54.5% 
Like Park'N ^ 7 5.7% 
Not applicable ^ 0 0 
Total 123 100% 
a The scale is from 1 to 5, with 1 indicating preference to Carrefour; 5 indicating 
preference to the wet markets; while 3 representing "Cannot say", 
b This category represent respondents who prefer Park'N Shop to Carrefour or wet 
markets. 
c This category represent respondents who said that they do not purchase fresh meats. 
For those thirty respondents who most frequently shop at 
Carrefour, their mean score is 3.2. That means they are quite indifferent 




DEGREE OF PREFERENCE FOR BUYn^TG FRESH MEATS 
FROM CARREFOUR VS. FROM THE WET MARKETS 
(RESPONDENTS WHO MOST FREQUENTLY SHOP AT 
CARREFOUR) 
Value on the Scale Number of Percentage of Respondents 
Respondents Most Frequently Shop at  
Carrefour  
1 7 53.3% 
2 3 13.3% 
3 6 20.0% 
4 1 3.3% 
5 11 10.0% 
Like Park'N Shop 2 0% 
Not applicable 0 0% 
Total ^ 100% 
For Purchase of Electrical Appliances 
For electrical appliances, the mean score is 4.43. This shows that 
respondents have a strong preference for buying electrical appliances 
from specialty stores. In fact, many of the respondents stated that it 
depends on what kind of electrical appliances they decide to buy, for 
low-priced appliances, they do not mind to purchase from Carrefour, 
but for more valuable products like television or hi-fi set，they 
definitely will purchase them from specialty stores. This line of 
thinking is supported by the results that all respondents who did 
purchase electrical appliances from Carrefour only bought some low-
priced electrical appliances. Moreover, two of the respondents said that 
they doubt whether Carrefour will offer warranty for its electrical 
appliances. On the other hand, four of the respondents (3.5 percent of 
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total respondents) said they like to buy electrical appliances from Jusco 
Department Store. 
TABLE 40 
RESPONDENTS' DEGREE OF PREFERENCE FOR B U Y _ 
ELECTRICAL APPLIANCES FROM CARREFOUR 
VS. FROM THE SPECIALTY STORES 
Value on the Scale ^ Number of Percentage of Total 
Respondents Number of  
Respondents 
1 4 3.30/0 
2 5 4.1% 
3 14 11.40/0 
4 7 5.7% 
5 85 69.1% 
Like Jusco ^ 4 3 .3% 
Not applicable ^ 4 3.3% 
Total 1_^ 100% 
a The scale is from 1 to 5, with 1 indicating preference to Carrefour; 5 indicating 
preference to specialty stores; while 3 representing "Cannot say", 
b This category represent respondents who prefer Jusco to Carrefour or specialty 
stores. 
c This category represent respondents who said that they do not purchase electrical 
appliances. 
For those thirty respondents who most frequently shop at 
Carrefour, their mean score is 4.14. That means they also have a strong 
preference to buy electrical appliances from specialty stores. 
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TABLE 41 
DEGREE OF PREFERENCE FOR BUYflS[G ELECTRJCAL 
APPLIANCES FROM CARREFOUR VS. FROM THE 
SPECIALTY STORES (RESPONDENTS WHO MOST 
FREQUENTLY SHOP AT CARREFORE) 
Value on the Scale Number of Percentage of Respondents 
Respondents Most Frequently Shop at  
Carrefour  
1 i 3^0 
2 2 6.70/0 
3 5 16.7% 
4 4 13.30/0 
5 16 53.3% 
Like Jusco 1 3.3% 
Not applicable 1 3 .3% 
Total ^ 100% 
For Purchase of Compact Discs 
For compact discs, the mean score is 4.39. This means respondents 
prefer to buy compact discs from specialty stores. Respondents stated 
that the compact disc assortment of Carrefour is very limited, so they 
usually would purchase from specialty store. However, if Carrefour 
does offer the compact discs they want at lower price, they will buy 
them from Carrefour. Three of our respondents (2.83 percent of total 




RESPONDENTS' DEGREE OF PREFERENCE FOR BUYES[G 
COMPACT DISCS FROM CARREFOUR 
VS. FROM THE SPECIALTY STORES 
Value on the Scale ^ Number of Percentage of Total 
Respondents Number of  
Respondents 
1 4 3.3% 
2 3 2.4% 
3 18 14.6% 
4 4 3.3% 
5 77 62.6% 
Like Jusco ^ 3 2.4% 
Not applicable ^ 14 11.4% 
Total ^ 100% 
a The scale is from 1 to 5, with 1 indicating preference to Carrefour; 5 indicating 
preference to specialty stores; while 3 representing "Cannot say". 
This category represent respondents who prefer Jusco to Carrefour or specialty 
stores. 
c This category represent respondents who said that they do not purchase compact 
discs. 
For those who most frequently shop at Carrefour, their mean 
score is 4.39. That means they also have a very strong preference to buy 
compact discs from specialty stores. 
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TABLE 21 
DEGREE OF PREFERENCE FOR BUYflS[G COMPACT DISCS 
FROM CARREFOUR VS. FROM THE SPECIALTY STORES 
(RESPONDENTS WHO MOST FREQUENTLY SHOP AT 
CARREFOUR) 
Value on the Scale Number of Percentage of Respondents 
Respondents Most Frequently Shop at 
Carrefour  
1 0 0% 
2 1 3.30/0 
3 6 20.0% 
4 2 6.70/0 
5 19 63.3% 
Like Jusco 0 0% 
Not applicable 2 6.7% 
Total 30 100% 
For Purchase ofFumiture 
The mean score for question 19 is even higher. The mean score of 
4.53 indicates that respondents have a very strong preference for 
fumiture specialty stores. Obviously, Carrefour's assortment of 




RESPONDENTS' DEGREE OF PREFERENCE FOR BUYE^TG 
FURNITURE FROM CARREFOUR VS. FROM 
THE SPECIALTY STORES 
Value on the Scale ^ Number of Percentage ofTotal 
Respondents Number of  
Respondents 
1 3 2.40/0 
2 6 4.90/0 
3 10 8.1% 
4 6 4.90/0 
5 93 75.6% 
Like Jusco ^ 1 0.8% 
Not applicable ‘ 4 3.3% 
Total m 100% 
a The scale is from 1 to 5, with 1 indicating preference to Carrefour; 5 indicating 
preference to specialty stores; while 3 representing “Cannot say", 
b This category represent respondents who prefer Jusco to Carrefour or specialty 
stores. 
e This category represent respondents who said that they do not purchase fumiture. 
For those thirty respondents who most frequently shop at 
Carrefour, their mean score is 4.31. That means they have a strong 
preference to buy fumiture from specialty store. 
TABLE 45 
DEGREE OF PREFERENCE FOR BUYES[G FURNITURES 
FROM CARREFOUR VS. FROM THE SPECIALTY STORES 
(RESPONDENTS WHO MOST FREQUENTLY SHOP AT 
CARREFOUR) 
Value on the Scale Number of Percentage ofRespondents 
Respondents Most Frequently Shop at  
Carrefour  
1 3 10.0% 
2 0 0% 
3 2 6.7% 
4 4 13.3% 
5 20 66.70/0 
Like Jusco 0 0% 
Not applicable 1 3.3% 
Total ^ 100% 
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Summary of the Results 
Results of the survey are summarized in the following: 
Park'N Shop is the most-frequently-visited supermarket of our 
respondents. More Heng Fa Chuen residents prefer Park'N Shop to 
Carrefour. 
• For those who choose Carrefour as their most-frequently-
visited supermarket, majority of them are Heng Fa Chuen residents, 
only a few of them live in Chai Wan. 
• Though Carrefour may not be the most-frequently-visited 
supermarket for respondents living in other districts, many of them do 
visit Carrefour regularly. That means Carrefour is able to attract 
customers from nearby districts. 
• Park'N Shop is most popular supermarket for all the different 
age groups of respondents and for respondents with different levels of 
education. 
• Results of chi-square tests show that data gathered by the 
present survey cannot reject the null hypotheses that in the population, 
choice of the most-frequently-visited supermarket is not related to 
people's age; educational level or family monthly income. This implies 
that Carrefour is not particularly attractive to any specific group of 
respondents, so do the other supermarkets. 
98 
• Majority of the respondents go to their most-frequently-visited 
supermarket on foot, and it only takes them five minutes or less to go to 
the supermarket. This indicates that people value location convenience, 
and convenience to them refers to five to ten minutes walking distance. 
• Location convenience, low product price and wide product 
variety are the three most important attributes of supermarket that 
people concern most. 
• Generally speaking, there is no significant difference between 
respondents' patronage frequency at Carrefour and that at other 
supermarket. No matter at Carrefour or the other supermarkets 
respondents tend to shop frequently, usually one to three times a week. 
However, a larger proportion of respondents who frequently shop at 
supermarkets other than Carrerfour tend to shop everyday. 
• There is a slight difference between respondents' purchase 
expense at Carrefour and that at the other supermarkets. For those who 
most frequently shop at Carrefour, most of them usually spend $151-
250, while those frequently shop at other supermarkets usually spend 
$50-150 for each purchase. 
• For both Carrefour and the conventional supermarkets, the 
most popular items are houseware, fresh fruits and vegetables, 
beverages and snacks. Fresh fruits and vegetables are the most popular 
items of Carrefour. 
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• For those who do not live in Heng Fa Chuen, most of them 
take MTR to Carrefour. A few of them take bus, mini-bus or shuttle bus 
of Heng Fa Chuen Shopping Centre. None of them go to Carrefour by 
private car. 
• People aware that Carrefour is different from other 
supermarkets, mostly in terms of store size and product variety. 
However, seldom of them do aware that Carrefour has more French 
products. 
• Only a small proportion of people have bought large durable 
items from Carrefour in the last six months. Even among those 
respondents who most frequently shop at Carrefour, majority of them 
have not bought durable items from Carrefour before in the past six 
months. Low-priced electrical appliances are the most commonly 
bought durable items, followed by compact discs and apparels. 
• Majority of respondents have positive impressions on 
Carrefour's product variety, product price, store layout and shopping 
environment. 
• People prefer to buy fresh fruits and vegetables from 
Carrefour to wet market, but prefer to buy fresh meat from wet markets. 
These results are applicable to those who most frequently shop at 
Carrefour. 
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• People have a strong preference in buying electrical 
appliances, compact discs and furniture's from specialty stores. These 





Performance of Carrefour 
Results of this study indicate that in general, people have positive 
impressions on Carrefour. Most of them are very satisfied with its 
shopping environment, product prices and product variety. Although 
Carrefour is still not the first choice for residents living in districts other 
than Heng Fa Chuen, it is able to attract some of these customers to 
shop in it. Its fresh fruits and vegetables are also quite popular among 
its customers, which implies that it is able to change the people's habit 
in buying fresh fmits and vegetables from the wet markets. 
However, although people do have good impressions on 
Carrefour, Carrefour is still unable to replace the status of the 
conventional supermarkets. It serves as a supplement to them rather 
than a substitute to them. For those who do not live in Heng Fa Chuen, 
it is easy to understand. Although they are satisfied with the overall 
attributes of Carrefour, as they value location convenience more and 
they are accustom to shop frequently in small quantity, they still prefer 
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to shop at the conventional supermarket that is nearest to their homes. 
Since Carrefour is a bit far away from them, they will only visit it 
occasionally, probably on holidays. For the Heng Fa Chuen residents, 
Carrefour still cannot outperform Park'N Shop. The two shops locate in 
close proximity with each other, so neither one of them will enjoy 
location advantage over the other. Heng Fa Chuen residents' preference 
for Park'N Shop should be caused by other factors other than location 
convenience. Further research is needed to figure out what exactly these 
factors are. Park'N Shop's popularity over Carrefour among 
respondents of all age groups, education levels and family monthly 
income levels also indicates that Carrefour is not particularly attractive 
to customers of younger age, higher educational level or of higher 
income. 
On the other hand, the low percentage of respondents who have 
bought durable items from Carrefour before; the respondents' strong 
preference for buying fresh meats from wet market; as well as their 
absolute preference for buying durable items from specialty stores, all 
indicate that "one-stop-shopping" convenience is not the factor that 
attract people to shop at Carrefour. 
On the other hand, it seems that people are quite aware of the 
differences between Carrefour and the other conventional supermarkets. 
Many of them are able to state the major differences, that is Carrefour is 
larger in store size, it provides a wider variety ofproducts and it offers 
products not sold in conventional supermarket. However, only a few 
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respondents know that Carrefour possesses a wider assortment of 
French products, which actually is its major selling point of Carrefour. 
This implies that Carrefour needs to pay more effort in advertising its 
uniqueness, and in establishing a clearer image to distinguish itself 
from its competitors. 
One-Stop-Shopping is Not An Attraction 
Results of the present study is quite disappointing to hypermarket 
operators seeking opportunities in Hong Kong. It shows that unlike 
westerners, local shoppers do not value one-stop-shopping. What they 
care most is whether the supermarket locates in a convenient location to 
them, while location convenience refers to locations that can be reached 
within five to ten minutes of walking. 
This once again confirms that occupying convenient location is the 
triumph card for operating supermarkets in Hong Kong. The big chains 
will have absolute advantage over their competitors, as they have 
numerous branches and they occupy the prime sites of the whole 
territory. 
Local people shop at supermarket frequently and they usually buy 
in small quantity. Moreover, they do not mind purchasing different 
types ofproducts from different retailing outlets. Some people are even 
more extreme in this respect. Some of our respondents stated that they 
shop around in different supermarkets and only purchase those products 
that are on discounts. That means they would like to compare the prices 
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ofproducts item by item and buy each of the item from the supermarket 
that offers them the lowest price. 
Local people have a strong preference for freshness. Though 
more people are now willing to buy fresh fruits and vegetables or 
cooked items from supermarkets or hypermarkets, they still have a 
strong tendency to buy fresh meats from wet markets. They think that 
the quality and freshness of the meats sold in wet market is much more 
reliable. This preference has long been established in the people's 
mind, and is unlikely to be changed in the near future. 
In addition, local shoppers are bound to the mindset that 
supermarket is for buying daily routine products, that is food items or 
housewares only. For items other than these, they used to purchase from 
specialty stores or department stores. 
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CHAPTERK 
RECOMMENDATIONS TO CARREFOUR AND TO 
HYPERMARKETS JN GENERAL 
The above habits and mind-sets are deeply rooted in the local 
shoppers' minds, so they are not easy to be changed. Therefore, it is 
better for Carrefour or any other hypermarket operators which plans to 
enter Hong Kong to amend their merchandising and marketing 
strategies to adapt to the local conditions. The following are some of 
the recommended strategies. They are applicable to hypermarket in 
general as well as to Carrefour. 
ModifV Their "One-Stop-Shopping" Strategy 
As discussed in earlier section, theoretically speaking, 
hypermarket should be able to utilize its "one-stop-shopping" merit to 
fulfill unsatisfied needs and thus to occupy a market niche in Hong 
Kong. Since results of our survey indicate that "one-stop-shopping" is 
not highly valued by local shoppers, hypermarket must modify its 
present strategy to suit the taste of local people. 
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Concentrate On Low-Priced Electrical Appliances 
Instead of selling both high-priced and low-priced electrical 
appliances, hypermarket may consider to concentrate on selling low-
priced electrical appliances such as lamps; fans; toasters; shavers; 
cassette players; cookers; hair-dryers and irons etc. It is because the 
more expensive or the more durable an electrical appliance is, the more 
time a consumer will spend on shopping around, and the less likely that 
he/she will purchase from the hypermarket. On the contrary, people 
tend to spend less time to shop around for low-priced or less durable 
electrical appliance, and therefore should be more willing to buy these 
products from hypermarket. 
For Carrefour, as respondents said that they are dissatisfied with 
its limited number of choices on electrical appliances, if Carrefour 
abandon high-priced appliances, then it can spare more floor spaces for 
displaying a wider range of brand names and product lines of low-
priced appliances. By then it can satisfy its customers in respects of 
choices. 
fciprove After-Sales Services for Durable Items 
Supermarket is being stereotyped as a place for selling housewares 
and daily routine products, and is not supposed to sell electrical 
appliances. Therefore, people have a misconception that electrical 
appliances soid in hypermarket must have lower quality. Some 
respondents also worry that Carrefour will not offer warranty and 
repairing services for its electrical appliances. 
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Therefore, if hypermarket or Carrfour do not want to give up the 
high-priced appliances market segment, then the first thing that they 
should do is to guarantee to the public that its electrical appliances are 
of high quality. The most effective way to achieve this objective is 
providing better after-sales services to customers. For instances, 
hypermarket can offer longer guarantee period and quicker and more 
reliable repairing service to its customers, or it can promise to refund 
for products with defects. By then it can pass a message to the public 
that the quality of its electrical appliances are comparable to that of the 
specialty stores. 
Focus on Apparels for Babies, Children and Pets or on Pajamas 
As fashion boutiques are within arms-length in Hong Kong, 
people do not prefer to buy apparels from hypermarkets in which only 
limited choices are provided and the apparels are less stylish. Therefore, 
instead of offering apparels for adults, hypermarkets and Carrefour 
should focus on apparels for babies, children or even pets. Pajamas will 
also be a good alternative. It is because people usually select these types 
of apparels on price rather than on styles. Thus hypermarket will have 
greater chance to outperform the department stores or boutiques by 
offering these kinds of apparel at lower prices. 
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Develop Better Differentiation Strategies 
Highlight the Store's Uniqueness 
Carrefour has many differences from conventional supermarkets, 
namely; bigger store size; wider product variety; more product 
sources; lower product price; more extra services e.g. shopping carts 
rental service, longer service hours, product refund. The former three 
points are the crucial selling points of Carrefour. However, majority of 
respondents only know that Carrefour has bigger store size than 
ordinary supermarkets. 
In order to differentiate itself from the competitors, Carrefour or 
other hypermarket operators should spend more on educating the public 
about their uniqueness. 
Besides advertising, hypermarkets may change their store layout 
to present its unique products in separate shelves, so as to increase the 
shoppers' awareness of the unique products they offer. For Carrefour, it 
may display its French snack food and French wines in separate 
shelves. 
Hypermarkets may also carry out exclusive products promotion 
week to promote the unique products they offer. For Carrefour, it may 
conduct a "The French Snack Food Week", "Taste the European Way 
Week" or "French Apparels Week" etc. Besides serving as gimmicks to 
attract curious customers, these promotions help to educate the public 
that hypermarket is more than an ordinary supermarket, it contains 
products from countries all over the world. 
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Educate the Public by Advertising 
As hypermarket is a completely new idea to local shoppers, 
hypermarket operators should invest more in advertising to increase the 
public awareness and understandings to it. 
Advertising will be an expensive marketing means to 
hypermarket, since the advertising cost cannot be shared by a large 
number of branch stores as in the case of the big conventional 
supermarket chains. However, advertising is a must to hypermarket 
especially in its introductory stage in Hong Kong. Since television 
advertising is not justifiable, it is recommended that hypermarket can 
insert a feature story of its store into the popular magazines, like the 
Next Magazine and the East Magazine, so as to introduce the 
hypermarket concept to the public. 
Develop Core Competence 
Hypermarket offers a wide variety of products, if it can develop 
one or two variety of product into its core products，it can further 
differentiate itself from the competitors. 
For Correfour, fresh fruits and vegetables are the most suitable 
choices for further development. At present，fresh fruits and vegetables 
are offered in many conventional supermarkets, but the quality of the 
products is unsatisfactory and their prices are relatively higher than that 
of the wet markets. Carrefour is able to provide high quality of fresh 
fruits and vegetables at low price. It may further develop its fresh fruits 
and vegetables section into its core products. It can expand the floor 
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space of this section and provide more choices to customers. Also, 
Carrefour may form strategic alliance with fresh fruits suppliers of 
Shenzhen to ensure the quality and price of its fresh fruits and 
vegetables. 
Cooked food, such as roasted chicken and other cooked Cantonese 
dishes, is also a good alternative. This product segment has great 
potential. More and more working people now prefer to buy cooked 
items from supermarket, since they do not have the time and patience to 
cook after a hectic day of work. 
Compete On Location and Price 
Location convenience and product price are the two triumph cards 
for local supermarket operators. Since hypermarkets cannot outperform 
the other supermarkets by "one-stop-shopping", inevitably, they have to 
compete with the big chains in terms of location and price. 
As mentioned before, it will be difficult for hypermarkets to 
compete on the number of outlets, as doing so requires a huge sum of 
rental cost. Then the only possible way for hypermarkets to compete on 
location is to locate their stores as near to residential estates as possible. 
In ideal case, it should be near to the MTR stations as Carrefour's store 
at Heng Fa Chuen. Free shuttle bus service should also be provided to 
residents living a bit far away from their stores. 
Low profit-margin strategy is a typical tactic of hypermarkets 
throughout the world. If hypermarket operators can apply this strategy 
in Hong Kong, they certainly can divert customers from their 
111 
competitors. To maintain a reasonable level of profits, hypermarkets 
may only lower the prices of the fast-moving items; offers price 
discount for bulk buying; or simply offers more free gift to customers. 
These pricing strategies should be highlighted in its advertisements and 
pamphlets. By then hypermarket can establish a "wide product variety 
at low price" image and have greater chance to outperform the big 
chains. 
Adopt New Marketing Strategies 
Bonus Points Scheme 
As discussed before, big chains offer bonus redemption scheme 
which is able to attract customers effectively. Hypermarkets can also 
adopt this strategy to boost their sales, especially sales of the durable 
items. 
Hypermarkets can offer bonus points to customers in proportion to 
their spending as the big chains do, however, instead of redeeming 
products offered by the other retailers, the bonus can be used to redeem 
or to purchase the durable items sold by the hypermarkets themselves. 
For example, accumulation of one hundred bonus points can be used to 
buy JVC's television sold in the hypermarket with ten percent discount. 
By then, the bonus scheme not only can lure the customers to buy in 
larger quantity, but it also can boost the sales of the durable items. 
Also, the administrative cost of this bonus system will be relatively 
low, since the hypermarkets do not need to negotiate with the other 
durable goods suppliers as the big chains do. 
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Membership Scheme 
Membership scheme is commonly applied by many retailing 
industry operators, however, it is not commonly used by local 
supermarket chains except the discount stores. 
Hypermarkets can offer membership scheme to cultivate customer 
loyalties and to establish their corporate image. Membership could 
either be offered to customers who purchase over a certain amount or to 
all those who apply for it. The following privileges can be offered to the 
members: 
• 5% purchase discount on selected durable goods 
_ free delivery service for spending over a certain amount 
• longer period of warranty for electrical appliances or furniture 
• free parking service for spending over a certain amount 
• cash coupons for reaching a certain amount of spending 
Such membership privileges can induce people to buy in larger 
quantity and to buy more durable items. 
Distribute Discount Coupons To Nearby Estates 
Hypermarkets can distribute discount coupons to residents of 
nearby housing estates. Such kind of coupons give an impression to the 
customers that they are offered some extra discounts that will not be 
enjoyed by all customers. This can help to attract more new customers, 
and can help to stimulate the old customers to spend more. Distributing 
coupons near their stores will also be an effective means to attract 
passers-by. 
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Store Design Should Suit with Local Tastes 
Hypermarkets should also modify the design of their store according to 
the local tastes. For instance, a few respondents complained that the 
shopping carts of Carrfour are too big and are not easy to handle. This 
is due to the fact that local people usually buy in small quantity, so they 
are not used to the "king-sized" shopping carts of Carrefour, and even 
find them inconvenient to handle. Carrefour may consider to lessen the 
size of its shopping carts or to design a double-deck shopping cart as 




Base on the industry analysis discussed in earlier section and the 
findings of the survey, it seems that the market potential of 
hypermarkets in Hong Kong is very limited. 
Due to the crowded living conditions, the lower availability of 
private vehicles and the easy accessibility of various types of retailing 
outlets in Hong Kong, the shopping habits of local people is very 
different from that of westem countries. Local shoppers like to shop 
frequently and in small quantity. They also like to shop around in 
different retail outlets for different types of products in order to get the 
best bargain. As a result, location convenience is the most prominent 
determinant for supermarket patronage, and the "one-stop-shop 
shopping" concept emphasized by hypermarkets is not appealing to 
them. 
As a result, hypermarkets cannot use this retail concept as its core 
competence to capture a market niche in Hong Kong. Carrefour is able 
to survive in Hong Kong not because of its "one-stop-shopping" 
service, but because of its close proximity to large housing estates and 
to the MTR station, as well as its competitive low product prices. This 
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is shown by the small percentage of respondents who have bought 
durable items from Carrefour before, and the respondents' similar 
patronage habits at Carrefour and at the other conventional 
supermarkets. 
Convenient location and low product price will continue to be the 
two triumph cards of supermarket operators. At present, the local 
supermarket industry is dominated by the big chains. They have well-
established reputation, extended store network covering prime sites of 
the territory, and are capable to offer low product prices to customers 
by economies of scale. The two triumph cards of local supermarket 
industry are firmly grasped in their hands. 
In order to survive in the industry, hypermarkets should modify 
their product range and variety to suit the unique patronage habits of 
local shoppers. The prior change they should make is to modify their 
"one-stop-shopping strategy", that is，to focus on low-priced electrical 
appliance and low-priced apparels. In order to differentiate from 
competitors, they should also spend more on advertising to educate the 
public what hypermarket is, and to highlights their uniqueness. Besides 
differentiation, it is also inevitable for hypermarkets to compete with 
the big chains in terms of price and location. Hypermarkets should keep 
their product prices at a lower level and open their stores next to large 
residential estates to keep themselves closer to the customers. 
At present, hypermarket apparently has not posed a serious threat 
to the well-established conventional supermarket chains in Hong Kong. 
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However, when Carrefour expands ten more stores in the future, its 
threats on the big chains may be much greater. 
The local supermarket industry will stay competitive in the future. 
The management of local supermarket chains are pro-active and are 
quick in responding to changes. They always strive to fulfill any 
potentially unsatisfied needs to keep their enemies away from the 
market. In responses to the entry of hypermarket, Park'N Shop has 
already started to modify and apply the "one-stop-shopping" retail 
format of hypermarket and the "bulk-buying" retail format of discount 
stores into some of its large branches, while Wellcome strives for more 
innovative marketing channels for its stores and products. With the 
fUrther expansion of hypermarket chain in Hong Kong, the incumbent 
supermarkets will continue to improve themselves, and the local 
supermarket industry definitely will experience much more positive 
changes in the fliture. 
Limitations and Suggestions for Future Research 
Due to technical problems, the number of interviews conducted for 
the present research is quite small. For forther research, it is 
recommended that a larger number of interviews should be conducted 
to ensure that the data are representative to the population as a whole, 
and meaningful statistical analyses can be conducted on the data. 
Moreover, the scope of personal interviews should be extended. 
Interviews should also be conducted in Chai Wan, Shau Kei Wan, Sai 
Wan Ho or even Tai Koo Shing, the districts connected by the Mass 
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Transit Railway with Heng Fa Chuen. By then we can verify whether 
Carrefour is able to attract customers from farther away and in tum to 
find out whether the service area of hypermarket is wider than that of 
conventional supermarket. 
Interviews should also be conducted in Tsuen Wan, the location of 
Carrefour's second shop. The store location and scale of the Tsuen Wan 
store have more resemblance to a typical hypermarket than the Heng Fa 
Chuen store. It locates in a place a bit away from the city centre and it 
occupies a very large floor space. Thus local shoppers' acceptance to it 
will be a more accurate reflection on people's reactions to hypermarket. 
Moreover, we c^n also study the relations between specific 
demographic factors and the degree of acceptance to one-stop-shopping 
concept, since the demographic factors of Tsuen Wan are very different 
from that of the Heng Fa Chuen. 
If possible, major sales and financial data of Carrefour should be 
gathered for analysis. These data can more accurately reflect the 










•惠康（Wellcome) •百佳（Park’N) •家樂福（Carrefour) 













•每週 1 - 3次 •每月 2 - 3次 
•每月1次 •少於每月1次 
4.你通常在此家超級市場購買哪類貨品？(可選多項） 
•雪藏食品 •新鮮蔬果 •新鮮肉類 
•罐頭食品 •麵飽糕餅 •零食，飮料 
•米，食油 •家庭日用品 •衛生及美容用品 
•文具 •藥物 •電器 
•電腦產品 •傢愀 •運動用品 
•服裝 n鐳射唱片 口其他,(請詳列)  
5. —般來說，你每次在此家超級市場購物大約花費多少？ 
• $0-50 • $51-150 D$151-250 D$251-350 D$351-450 
• $451-550 • $551-750 D$751-950 D$951-1100 • $ 1 1 0 1 或以上 
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6 a.你通常以下列哪種方法前往此家超級市場？ 
•步行 •私家車 •地下鐵 •的士 •巴士/小巴 
b.大約要花多少時間？ 
• 5分鐘 •6-10分鐘 •11-15分鐘 •16分鐘或以上 
乙部 
7.你有聽過「家樂福」特級市場嗎？ 
















•雪藏食品 •新鮮蔬果 •新鮮肉類 
•罐頭食品 •麵飽糕餅 •零食，飮料 
•米，食油 •家庭日用品 •衛生及美容用品 
•文具 •藥物 •電器 
•電腦產品 •傢俱 •運動用品 
•服裝 •鐳射唱片 •其他,（請詳列)  
12.你在最近半年曾否在「家樂福」購買耐用貨品（如電器、電腦產品、鍾射唱 
片、服裝、運動用品、傢俱等）？ 
•有，貨品種類： 曾購買次數：  
•沒有 
13. 一般來說，你每次在「家樂福」購物大約花費多少？ 
• $0-50 • $51-150 D$151-250 n$251-350 D$351-450 
• $451-550 • $551-750 n$751-950 O$951-1100 • $ 1 1 0 1 或以上 
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14.請爲「家樂福」以下各方面評分： 
非常好 幾 好 一 般 幾差 非常差 
貨品價錢 • • • • • 
貨品種類 • • • • • 
貨品質素 • • • • • 
貨品陳列 • • • • • 




「家樂福」 很難說 街市 
1 2 3 4 , 5 
I I I I I 
16.你較喜歡在街市還是在「家樂福」選購新鮮肉類？ 
喜歡往 喜歡往 
「家樂福」 很難說 街市 
1 2 3 4 5 
I I I I I 
17.你較喜歡在電器專門店還是在「家樂福」選購電器？ 
喜歡往 喜歡往 
「家樂福」 很難說 電器專門店 
1 2 3 4 5 
I I I I I 
18.你較喜歡在唱片店還是在「家樂福」選購鐳射唱片？ 
喜歡往 喜歡往 
「家樂福」 很難說 唱片店 
1 2 3 4 5 




「家樂福」 很難說 傢俱店 
1 2 3 4 5 
I I I I I 
20.a.你通常以下列哪種方法前往「家樂福」？ 
•步行 •私家車 •地下鐵 •的士 •巴士 /小巴 
•杏花村商場專車 
b.大約要花多少時間？ 
• 5分鐘 a e - i o ^ m •11-15分鐘 •16分鐘或以上 
21.你從哪種途徑得知「家樂福」特級市場？ 
•朋友介紹 •宣傳單張 •報章/雜誌報導 
•其他,(請詳列)  
丙部 
23. • 男 • 女 
24. 年 齡 : D l 5 - 2 4 D25-34 D35-44 0 4 5 - 5 4 
• 5 5 - 6 4 D 6 5 ^ J ^ i 







28. 家庭每月大約收入： • $ 9 , 9 0 0或以下 E]$10,001-20,000 
• $20,001-30,000 n$30,001-40,000 
• $40,001-50,000 n$50,001-60,000 
• $60,001或以上 





Customer Survey on Supermarket Industry 
Dear Sir/Madam, 
I am a year two Master of Business Administration student of the 
Chinese University of Hong Kong. I am now conducting a research on 
the local supermarket industry. Please kindly spare a few minutes to fill 
in the following questionnaire. Your kind assistance would be highly 
appreciated. All information will be used for academic purpose only 
and will be kept highly confidential. Thank you very much. 
PartA 
(Please “广 tick as appropriate) 
1. Which supermarket do you most often visit? 
• Wellcome • Park'N Shop Shop • Carrefour 
• KK • CRC • Jusco 
• Others, please specify  
2. Why do you like to visit the above supermarket? (Can choose no 
more than three) 
• wider product variety • good sanitary condition 
• lower product price • good shopping environment 
• large shop size • location is convenient 
• better shop layout • short waiting time on counter 
• better product quality • good reputation 
• better staff attitude 
• others, please specify  
(Ifthe answer to question 1 is Carrefour, please skip to question 9) 
3 • How often do you visit that supermarket? 
• Once every day • 4-6 times per week 
• 1 -3 times per week • 2-3 times per month 
• once per month • less than once per month 
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4. What kind of products do you usually purchase at this supermarket? 
• frozen food products • fresh fmits and vegetables 
• fresh meat • canned food 
• bakery products • snack food & beverages 
• rice and edible oil • health & beauty products 
• houseware • stationery 
• patent medicines • electrical appliances 
• computer products • fumiture 
• sports products • apparels 
• compact discs 
• others, please specify  
5. What is your usual spending for every purchase at this 
supermarket? 
• $0-50 • $51-150 • $151-250 
• $251-350 • $351-450 • $451-550 
• $551-750 • $751-950 • $951-1100 
• $1101 orabove 
6a. What kind of transportation means do you usually take to go to 
this supermarket? 
• on foot • by private car • by MTR 
• by bus/mini-bus 
b. How many minutes does it take? 
• 5 minutes • 6-10 minutes • 11 -15 minutes 
• 16 minutes or above 
PartB 
7. Have you ever heard of Carrefour before? 
• Yes • No (skip to Part C) 
8. Have you ever been to Carrefour? 
• Yes • No (skip to question 21) 
9. Is there any difference between Carrefour and other conventional 
supermarkets? 
• Yes • No 
If yes, what are they? 
• more French products 
• offer products that are not sold in other supermarkets 
• lower product price in general 
• wider product variety 
• more discount products 
• larger store size 
• others, please specify  
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10. How often do you go to Carrefour? 
• Once per day • 4-6 times a week 
• 1-3 times a week • 2-3 time a month 
• once per month 
11. What kind of product do you usually purchase from Carrefour? 
• frozen food products • fresh fmits and vegetables 
• fresh meat • canned food 
• bakery products • snack food & beverages 
• rice and edible oil • health & beauty products 
• houseware • stationery 
• patent medicines • electrical appliances 
• computer products • fumiture 
• sports products • apparels 
• compact discs 
others, please specify  
12. Have you ever bought any durable goods (i.e. electronic 
appliances; computer products; compact discs; apparels; sports 
products; fumiture) from Carrefour in the past six moths? 
• Yes, types of products how many times  
• No 
13 • What is your usual spending for every purchase at Carrefour? 
• $0-50 • $51-150 • $151-250 
• $251-350 • $351-450 • $451-550 
• $551-750 • $751-950 • $951-1100 
• $1101 orabove 
14. Please rate Carrefour on the following aspects: 
Very Very 
good Good So-so Poor poor 
Product price • • • • • 
Product variety • • • • • 
Product quality • • • • • 
Shop layout • • • • • 
Shopping environment • • • • • 
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(Please circle your choice for question 15-19) 
15. Do you prefer to buy fresh fmit & vegetables from Carrefour or 
from wet market? 
Prefer Can't Prefer wet 
Carrefour Say market 
1 2 3 4 5 
16. Do you prefer to buy fresh meat from Carrefour or from wet 
market? 
Prefer Can't Prefer wet 
Carrefour Say market 
1 2 3 4 5 
17. Do you prefer to buy electronics appliances from Carrefour or 
from specialty stores? 
Prefer Can't Prefer specialty 
Carrefour Say store 
1 2 3 4 5 
18. Do you prefer to buy compact discs from Carrefour or from 
specialty stores? 
Prefer Can't Prefer specialty 
Carrefour Say store 
1 2 3 4 5 
19. Do you prefer to buy fumiture from Carrefour or from specialty 
stores? 
Prefer Can't Prefer specialty 
Carrefour Say store 
1 2 3 4 5 
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20a. What kind of transportation means do you usually take to go to 
this supermarket? 
• on foot • by private car • by MTR 
• by bus/mini-bus 
b. How many minutes does it take? 
• 5 minutes • 6-10 minutes • 11 -15 minutes 
• 16 minutes or above 
21. How do you leam about the existence of Carrefour? 
• introduced by friends • pamphlets 
• newspapers/magazines • others, please specify  
PartC 
Sex: • Male • Female 
Age: • 15-20 • 21-35 • 36-45 • 46 and above 
Education level: 
• Primary or below • Secondary • Tertiary or above 
Do you live in Hang Fa Chuen? 
• Yes 
• No, please specify  
Monthly household income: 
• $9,900 or below • $10,001 to 20,000 
• $20,001 to 30,000 • $30,001 to 40,000 
• $40,001 to 50,000 • $50,001 to 60,000 
• $60,001 orabove 
Type of residential: 
• Public housing estate • Home ownership scheme estate 
• Private housing estate • others, please specify  
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